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The most powerful selling medium 
in the Industrial Midlands with an 
all-class readership of over three 
quarters of a million (1.P.A. Survey 
1954). 


The Birmingham Mail 


38, NEW STREET, BIRMINGHAM, 2. 


MOST READERS— | 
HIGHEST SPENDING POWER 
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The two Flings: 
A question 
of ethics 


Sir,—I read with interest the 
learned view of your Lega! Cor- 
respondent with regard to the 
two Flings (August 17). Because 
our business is run on ethics and 
not laws I would like to put the 
ethical view. 

As the law stands, the name 
Ovaltine might be registered and 
marketed as a drainpipe deter- 
gent. 

It could have a slogan “Pre- 
vents overnight stagnation” and 
could be illustrated with a night- 
cap on the sewage vent pipe (with 
apologies, of course, to Ovaltine). 

Advertising, fortunately, is a 
science governed by the views of 
the reasonable man and very 
little by the “ifs and buts” of 


the law. 
Would the reasonable man 
consider it fair play that the 


goodwill, built up over years by 
Ovaltine, be damaged by a nega- 
tive appetite appeal product 
assuming to itself the name: 
“Ovaltine, the drainpipe deter- 
gent’ —even if the law says it 
may? 

It is my contention that this 
matter of the two Flings is not a 
matter of law but of advertising 


ethics. When I represented the 
matter to the Advertising Asso- 
ciation I was aware that this 
matter has no legal grounds. 


This aspect had been explored 
by the two Flings; so also had 
the aspect of coming to a reason- 
able understanding. 

If the law and “the reasonable 
man” decide that 
drainpipe detergent” is permis- 
sible, I see no reason why Fling 
the fruit drink should not start 
a new campaign: “Fling packed 
with punch”—illustrated by a 
boxing glove at a different angle. 
Or, “That's ote that is”—illus- 


“Ovaltine the 


To The Editor.. 


trated by the bottle slipstreamed 
into a ghosted bottle. 

l presented this matter to the 
AA, firstly so that something 
could be done so that advertisers 
and agencies would not be 
plagued, in the future, by the 
few who might find themselves 
short of ideas and, secondly, 
because it would reasonably 
appreciate that it is not cricket 
for one advertiser to go through 
the swing door on another adver- 
tiser’s push. 

Although there are advertisers 
who agree to a new product using 
the goodwill of an existing name, 
with mutual benefit, it is not the 
position in this case. 

This is by no means the first 
time that an advertiser or his 
agent has used a similar theme or 
design of another; even the best 
agencies do it! It is, however, 
invariably the subconscious asso- 
ciation of ideas of creative men: 
but with no intention of poaching 

During 32 years in advertising 
I have, until now, always experi- 
enced helpful co-operation by the 
erring advertiser or agency to 
bow to the first user. 

One of the unwritten laws 
among advertising people is to 
respect the goodwill created by 
others. 

It will be a sorry day for 
advertising—and  advertisers—if 
our official bodies ever accept 
that an existing advertiser’s good- 
will may be used by another due 
to a dearth of alternatives. It 
will be even more grievous if 
advertising has to be conducted 
on the “ifs and buts” of law in- 
stead of the reasonableness of the 
reasonable man. 

Hitpert Harpy. 
Townend-Smith & Hardy Ltd., 
London, W.1. 


A bouquet for 


Sweden 
Sir,—Frank Crane in his letter 
regarding the Swedish TS 


(August 17) appears to have been 
misled by the report on Gordon 
Wilson's speech at the A, Press 
conference. 

Mr. Wilson paid particular tri- 
bute to Tidningsstatistik AB. 
Sweden, who had a representative 
attending the conference. He 
called for more readership details 
from media and information on 
consumer buying habits, not only 
from Sweden but from all export 
markets. PAMELA VACHER, 
A. Press Ltd., 

Dover Street, W.1. 


CONTROLLED CIRCULATION 
If it’s free, 
is it read? 


Sir,—H. H. Watson contends 
that when a trade paper cannot 
increase its paid circulation 
because of competition from 
other publications, then the pub- 
lisher needs merely send it free 
to readers of the competitive 
paper(s) and “the purpose of the 
publisher is achieved for the 
advertisements will be more 
widely seen.” (August 17.) 


If Mr. Watson's letter does 
nothing else, it surely nails at 
last one of the c-c’s most 
fascinating (and incessantly 


paraded) syllogisms : 
10,000 selected people receive 
this c-c journal. 


These 10,000 selected people 
are all vitally interested in the 
THIS WEEK 
Review of any | exhibitions 
—page 
NEXT WEEK 


Survey of The Serious Press. 


subject matter covered in this c-c 
journal. 

Therefore these 10,000 selected 
people read this c-c journal. 

What's the limit? A four of 
c-c coaching journals, a round 
dozen for the bakery trade and 
24 for the publishers and news- 
agents (or maybe 26). Come to 
think of it, all Mr. Scott has to 
do is to send his paper to the 
readers of the Daily Telegraph, 
and he can guarantee his adver- 
tisers a minimum 1,000,000 (and 
charge them for it). 

RANDOLPH ANSTRUTHER. 

London, S.W.7. 


They pull—so 
we use them 


Sin,—May I put the viewpoint 
of an advertiser on controlled 
circulation, because in the end 
this is what matters. 

We have advertised in over 70 
trade journals during the last ten 
years and, with one exception, 
the number of enquiries received 
average about 20 per cent of 
those received from c-c journals. 

The quality of our c-c enquiries 
is good, and cost per reply re- 
markably low. I am_ not 
interested in the question as to 
the “genuine need” of c-c 
journals. So long as they con- 
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tinue to “deliver the goods,” they 
will have our support. 

I. L. GLOSTER, 

Publicity manager. 


Geo. H. Gascoicne Co. LtTpb., 


Reading. 
Giving them 
ammunition 


Sir, — Copytaster certainly 
touches on interesting and all- 
too-true facts in his article “The 
dangers of pleasing the manu 


facturer” (August 3). 
He does not, however, mention 
one very real and _ insidious 


danger, and that is how the banal 
and meaningless phraseology, as 
often employed in “clients’ copy,” 
provides the critics of advertising 
with ammunition for use in their 
arguments against advertising as 
a whole. 

Advertising cannot survive on 
a “quiet life”! 

Tom HEPPELL. 

Weybridge. 
Surrey. 


Exports and the 


man on the spot 


Sr—J. R. Pirie, of Nairobi 
(July 27), is perfectly justified in 
emphasising the importance of 
using a local advertising agency 
on the spot for export advertising 
campaigns. 

There are two reasons why this 
point was not included in my 


article, “Planning an Export 
Campaign.” First, lack of 
space. Secondly, because the 


scope of the article was only in- 
tended to cover the planning of 
an export advertising campaign, 
not the execution of it. 

So that when Mr. Pirie says 
that my “Four-Step Guide” was 
rather like a ladder with the top 
rung missing, he is absolutely 
right, except that it was not in- 


@ Continued on page 43 


¢ Ask for samples 
and prices 


LEWIS KNIGHT 
* & COMPANY 


8 Chingford Mount Rd., 
e London, E 4. 
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“ALL ADVERTISEMENT SPACE 
HAS BEEN SOLD IN- 


THE FIRST 13 ISSUES OF 


The next issue in which limited space is available is dated 
DECEMBER 10th (Press date November 7th)—a peak 
selling period for advertisers. RESERVATIONS SHOULD 
BE MADE AT ONCE! 


Advertisers and their agents were quick to appreciate the merits of this 
great NEW mass sales force. Space was reserved well in advance. 
Colour space for 1957 is now being allocated — early notice of your 
requirements is advisable. 


FIRST ISSUE ON SALE SEPTEMBER [10th 


£300 A PAGE monotone £600 A PAGE colour 
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Complete ‘ Campaign in colour with POST ER REPETITION 


BRITISH] POSTER ADVERTISING ASSOCIATION * LONDON POSTER ADVERTISING ASSOCIATION LTD. 
TGA BPA’ 
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‘We'll help 
small users’ 


—Tom Blackburn 

Tom Blackburn, chairman of 
Beaverbrook Newspapers 
said this week that his group were 
determined to do all that they 
could to ensure fair shares for 
small users of newsprint if Gov- 
ernment control is lifted. 

F. P. Bishop announced last 
week that Government control 
was expected to end at the end of 
the year. But the Board of Trade 
had repeated that it was condi- 
tional on the larger groups work- 
ing out a plan which would safe- 
guard small users’ supplies. 

When questioned about the 
Express group’s announced inten- 
tion of a couple of years ago to 
launch an evening paper in Man- 
chester when newsprint was off 
ration, Mr. Blackburn said that 
the project was “always in our 
minds.” 

Asked about the Mirror 
group’s views of the prospects, a 
spokesman said: 

“During the last year neither 
the ‘Daily Mirror’ nor the ‘Sun- 
day Pictorial’ has used up its full 
newsprint allowance. The ending 
of Government control would 
therefore have little effect on us.” 

There appears to be fairly 
general agreement among news- 
paper advertisement executives 
with the view expressed by J. C. 
Wood, _ secretary, Newsprint 
Supply Committee: “This is a 
bad time for judging what the 
advertising position will be like 
when newsprint is derationed.” 

On the other hand an Asso- 


ciated Newspaper spokesman 
said that his group’s advertise- 
ment managers were “very 


pleased” at the prospect of de- 
control. 

F. Bishop, advertisement 
manager of London Counties’ 
Newspapers, gave the small 
newspapers’ views. He said that 
the weeklies had had a drop in 
national advertising since the 
advent of commercial TV. 

“We must sell ourselves harder 
to the national advertisers and to 
the big agencies—and there the 
Newspaper Society’s new promo- 
tion scheme should help.” 


This is the entry that won 19-year- 
old Birmingham art student John 
Fitzmaurice the first prize of SO 
guineas in this year's competition 
which is held annually to produce a 


poster for the next 
Engineers (ASE 


ear’s Electrical 
Exhibition 


PR firm charged in 


obstruction case 


Town Tailors Ltd., Leeds, trad- 
ing as Weaver to Wearer, have 
been summonsed for causing an 
obstruction in Sheffield in May. 
Jointly summonsed are Public 
Relations Services Ltd., with aid- 
ing and abetting. The summons 
arose out of the opening by 
Sabrina of the Haymarket branch 
of Weaver to Wearer in Sheffield. 

The summons is returnable at 
Sheffield today (Friday), and it 
is understood that the prosecution 
are asking for an adjournment 


AD FILM FESTIVAL 
BREAKS RECORDS 


T HIS year’s International Advertising Film Festival is build- 
ing up to become “the biggest yet.” A record attendance 
is expected, and over 450 films have been entered—109 from 
Britain. In the class for television films there are 68 entries, 


also a record. 


These facts were announced by Peter Taylor, director of the Festival, 
before he left on Tuesday for Cannes, where the Festival will open 


on September 15. 


Already over 400 delegates have registered and this number is 
expected to rise steadily until the opening, when a record attendance 


is “certain.” 


Of those attending, over 100 will come from Britain. 


This year there will be Czech and Hungarian delegations—the first 
time Iron Curtain countries have had delegates personally attending 


the Festival. 


National “drive 
for Playtex bra 


The Playtex Liying Brassiére is 
to be introduced to this country 
on September 14, with an 
extensive national press adver- 
tising campaign. 

Although Playtex brassitres have 
been on sale in the United 
States for about two years, up 
to now only girdles have been 
produced in the UK. | 

Advertising consisting mainly of 
large spaces will appear in 
nearly all the major national 
dailies, London evenings, 
Glasgow Bulletin and women’s 
magazines. Point - of - sale 
material and display aids will 
be available. The initial cam- 
paign will run for three 
months. Advertising is handled 
by S. H. Benson Ltd. 


RECORD £4,000 FOR 
‘TWO FREDS’ 

At the final count, the revenue 
for this year’s programme for the 
“Two Freds” cricket match 
reached the all-time record total 
of over £4,000. F details— 
page 4. 


OTHER NEWS . 
HIGHLIGHTS 


@ New block charges p.4 


announced .. . 

@ M-G-M poster 
contest result .. . 

@ Britain’s export 
share falling . . . 

@ New BSI scheme for 7 
consumer goods .. . p- 
Graphic Arts — page 37; 
Mainly Personal—page 38 ; 


Current Advertising — pages 
42 and 43 
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New block charges 
from October 1 


‘REVISED TO REMOVE ANOMALIES’ 


Completely reconstructed price lists for blocks, aimed at 
“balancing the scales and removing anomalies in charges” are 
announced by the Federation of Master Process Engravers. 


The new schedules come into 
effect on October 1. Price lists 
will be available next month. 

The changes benefit some 
buyers of blocks, who will pay 
im certain cases substantially less, 
while charges to other buyers 
will be increased. 


“Smaller plates,” says the 


FMPE, “are at present sold at 
an uneconomic price which can 
be maintained only by being sub- 


62 per cent saw 
Eden on ITV’ 


Sir Anthony Eden’s speech on 
the Suez crisis, the first speech by 
a Prime Minister to be telecast on 
both BBC and ITA programmes 
simultaneously, “confirmed that 
homes with a choice of pro- 
gramme show a marked prefer- 
ence for the commercial service,” 
said Television Audience Mea- 
surement Ltd. this week. 

Their survey of viewing figures 
during the Prime Minister's 
speech shows that 1,083,000 (64 
per cent) of the 1,693,000 British 
homes with a choice of pro- 
grammes were watching Sir 
Anthony and that 675,000, or 62 
per cent of those actually view- 
ing, were tuned to ITV. 


ISAS links in New 
Zealand, Mexico 


New advertising screen tie-ups 
have been made by International 
Screen Advertising Services 
with Ellaby de Mexico SA. 
and Screens Advertising Ltd., 
of Wellington, New Zealand. 
Walter Ellaby will be ISAS 
representative in Mexico, and 
L. R. Gilmour, general manager 
of Screens Advertising Ltd., will 
be their representative in New 
Zealand. 


sidised by the cost of the larger 
plates.” 

In colour work “fundamental 
changes in the type of original 
supplied—e.g., the growing use 
of transparencies—have caused 
similar disparities and anomalies 
in the margin between job and 
job.” 
The new charges will “balance 
the scales,” cover the increase in 
the cost of materials since 1951 
and the alteration in June to the 
cost of living bonus scale. The 
price surcharge hitherto added to 
invoices will be consolidated in 
the new lists. 

Buyers of medium and large 
black-and-white blocks will find 
substantial price reductions, but 
smaller sizes up to approxi- 
mately 30 square inches will be 
increased in price. 

The new list for colour work 
is an interim one for 12 months 
while statistics are obtained to 
establish the sizes and _ types 
of colour half-tones. ordered 
throughout the trade. 

All colour prices will be 
increased. The minimum size 
will now be 30 square inches, 
while prices for indirect trans- 
parency, carpet reproductions 
and other classes of work will 
be revised to cover additional 
photography and etching 
involved. 

Separate prices are to be 
announced for mounted and un- 
mounted blocks. 

Explaining the reasons for 
increased block prices, the FMPE 
states: “In the ten years since 1946 
average wages in our trade have 
more than doubled, and there 
have been substantial rises in 
costs of materials and overheads. 

“When these new scales with 
their downward and _ upward 
adjustments come into force .. . 
the general level of block prices 
will have risen in the same period 
by only 15 per cent for black and 
white and slightly more for 
colour.” 


A section of a model of the Roumanian siand at the British Food Fair, 


which opens at Olympia on Tuesday. 


The stand was constructed by the 


City Display Organisation. 
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W. H. Smith & Son have taken a stand at Hulton’s Boys and Girls Exhibi- 


tion, which opens at Olympia on Tuesday. 


Station Book Centre,” 


Designed as the WHS “Space 


it will house a display of children’s books; a 


“space’’ bookstall; an exhibition of Trans-Antarctic equipment; and a 
“Celebrity Spot.’ Above is an artist's impression of the stand. 


TWO FREDS: A programme record 


£4,000 up—and auction 
gifts are rolling in 


By an ‘Advertiser's Weekly’ Reporter 


Dext try to kid me that “nobody” 


reads ADVERTISER'S 


WeekLy! Last week, John Sime, almost in tears, appealed to 
me to write a piece, saying that another £150 were needed to beat the 
1955 revenue record from the Programme of the “Two Freds” cricket 
match for NABS which, organised by the Fleet Street Column Club, is 
being played at Hurlingham on Wednesday, September 5. 


ADVERTISER'S WEEKLY came 
out. The money rolled in! Not 
merely the £150 asked for, but 
another £150—or, £300 at the 
rate of over £50 a working day. 

Now the Programme has gone 
to press—with a new record 
revenue of more than £4,000; the 
first time the £4,000 mark has 
been hit by this programme. Well 
done, you grand, generous adver- 
tising people! 

Supporters of the Programme 
now include :— 

Art Display Service Ltd 

Cowan Ad. Service Ltd 

Dolan Davis Whitcombe & Stewart 
Haig ic Alister Ltd. 

Kemp's Directories 
Legion Publishing Co., Ltd. 
J. Lyons & Co., Ltd 


McConnell & Co. (Advertising), Ltd. 


Misani, Gooderham & Young Ltd 
Modern Advertising Service Ltd 
Murray-Watson Ltd 

S. D. Toon & Heath Ltd 
Wilcox Advertising Ltd 


* * * 


Meanwhile, that notorious 
auctioneer, Harold Fish, has been 
busy collecting goods to sell for 
more money for NABS. He tells 
me that the response this year to 
his appeal has been “better than 
ever.” 

Already over 100 firms have 
sent gifts, which include an 
Electrolux vacuum cleaner, a 
Goblin Teasmade set, an electric 
clothes boiler, a radio set, an 
Aladdin heater. barrels of beer. 
and cameras. His first list is:— 

Ronson Products Ltd., Esterbrook 
Pen Co., 
Scroll Pens Ltd., Longmans Ltd., Burco 
Ltd.. Whitbread & Co., Ltd., Booth’s 


Distilleries Ltd., J. W. French & Co., 


Ltd., the Chas. H. Phillips Chemical 
Co., Ltd., Vitafoam Ltd. 
H. S. Whiteside & Co., 
nental Comestibles Ltd., Harden Bros 
& Lindsay Ltd., John Mackintosh & 
Sons Ltd. Debenham & Freebody, 
Arvin Electric Ltd., the Walpamur Co.. 
Ltd., British Celanese Ltd., Taplow Ltd. 
County Laboratories Ltd., Oxo Ltd., 


Ltd., Conti- 


Ltd., Kangol, Bairns-Wear Ltd., 


Brillo Manufacturing Co of Gt 
Britain Lid.. Tokalon Ltd., Pepsi-Cola 
Bottling Co. (London), Flowers Breweries 
Lid., Ronuk Ltd., Newton, Chambers & 
Co., Ltd., Edward Sharp & Sons Ltd., 
Lever Brothers Ltd., Biro Swan Lid 

Electrolux Ltd., International Chem:- 
cal Co., Ltd., Thomas Hedley & Co., 
Ltd., Walter Carson 
Tanqueray, Gordon 
Gonzalez, Byass & Co., ‘ 

Oats Ltd., Spicers Ltd., Aladdin Indus- 
tries Ltd., John Jameson & Son Ltd., 
Slazengers Litd., Abdulla & Co., 

Horlicks Ltd., Mobil Oil Co., 

A. Wander Lid., P. B. Cow & Co., 
Ltd., H.P. Sauce Ltd., Alfred Bird & 
Sons Ltd., Daws Fruit Cordials Ltd 
the Emu Wine Co., Ltd., Alpha Acces- 
sories Ltd., Phillips Cycles Ltd 

Yardley & Co., Ltd., Spratt’s Patent 
Ltd., Superma Ltd., White Tomkins & 
Courage Ltd., Northam Warren Ltd. 
Goodall, Backhouse & Co.,_ Ltd., 
Molyneux et Cie Ltd., John Perring 
Ltd., Halex, Watney Combe Reid & 
Co., Ltd. 

Currys Ltd., George Mason & Co., 
Ltd., Johnson & Johnson (G.B.) Ltd., 
Propert Ltd., Wrigley Products Ltd., 
Van den Berghs Ltd., Gallaher Ltd.. 
Giordano Ltd., H. J. Heinz Co., Ltd., 
Arthur Guinness Son & Co., Ltd 

Tate & Lyle Ltd., Coleman & Co., 
Lid., Batchelors Peas Lid., Schweppes 
Ltd., Carreras Ltd., Matthew Clark & 
Sons Ltd., Oldham & Son_Ltd., 
Monsanto Chemicals Ltd., John Harve 
& Sons Ltd., Findlater Mackie Todd 
Co., Ltd., Gillette Industries Ltd. 

* * * 


Another three incentives have 
been announced by H. Dawson 
Salmon (Argus Press): 

Philip Aldridge (Frederick Ald- 
ridge Ltd.): £5 for a definite 
result. 

Dudley Turner (Dudley Turner 
& Vincent Ltd.): Is. for every 
run made by Press & Print XI. 

S. H. Vincent (Dudley Turner 
& Vincent Ltd.): 1s. for every 
run made by the Advertisers’ and 
Agents’ XI. 

* * * 

Donations of money have also 
been received from Peek Frean. 
David Greig Ltd., Bristol Myers, 
Shell Chemical Co., and D. Mc- 
Cleery (Mayfair Advertising 
Ltd.). 
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Newsagents agree to 


handle ‘Mirabelle’ 


OUT—AT 44d.—ON SEPTEMBER 10 


Newsagents have decided to handle “Mirabelle,” the new 


George Newnes Ltd. women’s weekly, at the terms offered by 
the publishers. 

At a three-hour emergency meeting in London last week, the 
national council of the National Federation of Retail Newsagents 
reversed the resolution passed at the newsagents’ annual conference 
in June which had said that no new Periodical Proprietors’ Association 
publications would be handled unless better terms were offered. 

The council’s motion setting aside this earlier resolution was passed 
by an overwhelming majority of 45 votes to three. 

First issue of Mirabelle will be on sale on Monday, September 10; 
priced 44d. a copy. Sized 13 in. by 10} in., Mirabelle will be printed 
gravure by Sun Printers. Terms to the trade will give newsagents a 
profit margin of 30.7 per cent. . 
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The winning poster is examined by (I. to r.) J. Leslie Williams, director 


of publicity and advertising, M-G-M, Ronald Lee, director of exploitation, 
M-G-M, and judges W. A, Cathles, Sir Gerald Kelly, and Edward Le Bas. 


18-YEAR-OLD ARTIST WINS 
M-G-M POSTER CONTEST 


An 18-year-old trainee artist, Michael Margolis, who is working 
currently with J. Peers and Associates, has won the £100 first prize 
in the British qualifying competition run in conjunction with the 
M-G-M international contest to find a poster to advertise M-G-M’s 


Second ISPA 
meeting to 
be in Milan 
The full programme for the 

International Screen Publicity As- 

sociation’s second annual general 

meeting in Milan on September 

24 and 25 has been announced. 


It will be: 
Monday : 1000-1300 hrs.: Meet- 


ing opens at the offices of 
Organizzazione Pubblicitaria 
Schermo, Corso Italia 15, 
Milan. 

1300 hrs. : Luncheon at Savini 
Restaurant by invitation of 
O.Pu.S. to all members and 
their wives. 

1600-1800 hrs. : Continuation of 


meeting and visit to studios. 

1800 hrs. : Evening free. 

Tuesday: 1000-1300 hrs. : Film 
show of members’ productions 
followed by cocktails. 

1530-1700 hrs.: Continuation of 
meeting. 

1800 hrs. : Dinner at Villa d’Este 
by invitation of O.Pu.S. to all 
members and their wives. 
Martin Stevens, of Rank Screen 

Services Ltd., will be responsible 

for public relations on behalf of 

the British delegation and will be 

in Milan from September 20 

to 26. 


Milan films to be 
seen in London 


Rank Screen Services Ltd. are 
planning a special showing of a 
selection of the advertising, docu- 
mentary and _ television films 
shown at the ISPA meeting at the 
Leicester Square Theatre on 
Thursday, October 18. 

The showing, which will begin 
at 10 .am, will also include 
examples of all the recent work 
of the company. 

“The films—linked by a com- 
mentary—will give a complete 
picture of the commercial uses of 
the screen medium, supported by 
all the necessary facts and 
figures,” say Rank. 


new picture, “The Teahouse of the August Moon.” 


Mr. Margolis’s poster was 
selected from 84 others by Sir 
Gerald Kelly, past-president of 
the Royal Academy, W. A. 
Cathles, Editor of ADVERTISER'S 
WeEEeKLy, and Edward Le Bas, a 
leading English painter. 

The second prize of £50 went 
to R. C. Warner, 33-year-old 
commercial artist from Leicester. 

Their poster designs will be 
sent to America, where they will 
enter the international contest, 
which carries a first prize of 1,000 
dollars. 

Three hundred and sixty-four 
British artists—professional and 
non-professional — applied for 
entry forms for the British quali- 
fying competition. Eighty-five 
designs were submitted, and 
judging took place at M-G-M’s 
London headquarters last week. 


Major G. Harrison, of London Press 
Exchange, “whose initiative made 
possible the foundation of the 
Advertising Association Library,” 
say the AA, commissioned A. 
Reynolds Stone to design the book- 


New show firm 


The Camden Furniture Hire 
Ltd. is a new company formed 


plate. He produced the above, a_ by the John Delaney Organisa- 
design incorporating a griffin, a tion to supply furniture for 
floral background, and the name of _ exhibition stands. W. J. Ditton 


the Association. It is being printed 
in red, on a white background, 


has been appointed general man- 
ager of the new company. 


Over 1,000 diamantés representing stars were used to emphasise the 
constellation theme in this month's window display at Celanese House, 


Hanover Square, headquarters of British Celanese Ltd. In each of the 
four windows a selection of lingerie fabrics was contrasted against a 
particular constellation. Specially designed figures by Winston Clark were 
silhouetted against the star-studded background. The overall display was 
designed and dressed by Peter King and the background executed by 
Miss Favilla Bennett. 


Pye hold sales 
conference on 


closed-circuit TV 


Pye Radio and TV's chief, 
Charles Orr Stanley, told dealers 
attending the first nation-wide 
sales conference by television at 
St. Pancras Town Hall last week 
that the Government's decision 
not ta give a grant of £750,000 
to the Independent Television 
Authority should be followed 
up by a reduction of licence fees. 

Referring to the grant, he said: 
“Whether one agrees with it or 
not, I think it is valuable to cast 
one’s mind back to the days of 
the Television Act. 

“At that time the PMG, Lord 
De La Warr that was, was keen 
that there should be a sum of 
~~ available to commercial 


“The policy today is that the 
money should not be given to 
commercial TV and instead that 
it should be reserved. When the 
original policy was decided upon, 
however, the licence fees for 
radio and television were put up 
considerably.” 

In six major towns—London, 
Birmingham, Manchester, Glas- 
gow, Bristol and Dorking—Pye 
dealers heard Mr. Stanley. 

Pye decided to use television 
for their sales conference partly 
because it saved their dealers’ 
time and inconvenience in getting 
to one centre and partly because 
they wished to demonstrate, in 
the most effective manner pos- 
sible, all the features of their 
new models. 

The TV links, covering about 
600 miles, were described as the 
longest ever employed by a 
private user. They had been 
made available to Pye by the 
GPO, BBC and the ITA, and 
were in operation for 54 minutes. 

Three TV cameras were used 
in the broadcast and more than 
150 21-inch TV receivers had 
been distributed between the six 
centres, 
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fo exporters 


‘BRITAIN 


LAGS IN SELLING OVERSEAS’ 


Government figures showing that United Kingdom exports 
are expanding, but less rapidly than world trade, are given in 
the current issue of the “Board of Trade Journal.” 


The rise of 13 per cent over 
the two years in the volume of 
UK manufactures was only half 
the rate of increase in exports 
of manufactured goods from 
other countries and _ lagged 
seriously behind the performance 
of our main competitors. 

Between 1953 and 1955, 
Japanese exports of manufactures 
increased in volume by 86 per 
cent, though from a much lower 
level than ours in relation to pre- 
war years. 

Germany’s exports increased by 
49 per cent—and by 1953 she was 
well on the way to establishing 
her pre-war position as an 


exporter. 

the USA, who supplied a 
much greater volume of manu- 
factured goods to the world than 
before the war, increased her 
exports of manufactures by 16 
per cent between the two years 

On the other hand, the United 
Kingdom’s share in the value of 
trade in manufactures went down 
from 21.3 per cent in 1952 to a 
provisional figure of 19.8 per cent 
last year; in 1951 it was 22 per 
cent. The USA share also fell 
from 25.9 per cent in 1953 to 
24.3 per cent in 1955. 


Trade expansion 


An area analysis of world 
trade shows that the manufac- 
turing countries of Europe, North 
America and Japan have made a 


yreater contribution, both as 
exporters and markets, to the 
expansion of trade than the 


countries that are mainly pro- 
ducers of raw materials and food- 
stuffs. 

Exports of the main manufac: 
turing countries rose by 20 per 


aw = ‘ - a ei Spe ec 


cent between 1953 and 1955, 
against an increase of 10 per 
cent in the value of exports of 
the primary producing countries. 
Exports from the countries of 
continental Europe rose more 
than twice as rapidly as those 
from the UK and _ North 
America, 


Uneven drop 


The downward trend in British 
exports has not been an even 
one. From late 1951 and 
throughout 1952 our share was 
falling rapidly, and we lost about 
one per cent of our share of world 
trade. In 1953 a slight upward 
trend developed, but in the winter 
of 1953-54 our share began fall- 
ing even more sharply than in 
1952. The fall continued until the 
middle of 1955 and we lost about 
14 per cent of our share. 

The trend up to the first 
quarter of 1956, however, seemed 
to be that- the fall in the UK 
share had levelled out and we 
were foughly maintaining our 
share of world trade in manufac- 
tures at rather under 20 per cent. 

Germany and Japan increased 
their shares of world trade 
between 1953 and 1955, the 
former from 13.3 per cent to 15.5 
per cent, Japan from 3.8 per cent 
to 5.1 per cent. 

The German share of all the 
main commodity groups rose 
between the two years, with 
machinery and vehicles showing 
the most marked increase. The 
Japanese increase was reflected 
particularly in exports of textiles, 
metals and the “other manufac- 
tures” category, which includes a 
wide range of consumer goods, 
inclyding pottery. 


“GERMANS ARE OUT-SELLING 


Britain’s natural market—bul our 


exporters’ efforts are failing 


‘The need for Britith advertisers to counter the threat of 
’ menpetitinn in the Scandi market was a re- 
eurcent theme during the A. Prews Conference at Buxton 


The heading on last week's report of the A. Press conference. 


TV Trains follow the Showboats 


The Evening Citizen, Glasgow, 
which scored a great success with 
its Showboats that toured the 
Clyde resorts during the July 
Fair week, will run TV Show 
Trains to Oban on September 24. 

Carrying their own TV studios 
equipped by Pye experts, the 
trains will consist of specially 
adapted Pullmans, with two TV 
sets in each coach, one at each 
end. The passengers will be able 
to see, on closed-circuit TV, their 


friends being presented with 
valuable prizes. 

The trains, which will return 
to Glasgow by a different route, 
will pass through some of the 
finest scenery in Scotland in both 
directions. Passengers will be 
able to spend the afternoon in 
Oban. 

Special cafeteria and refresh- 
ment services will be available. 
The fare for the trip is 17s. 6d. 
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Now—a Government warning | 
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ANNIVERSARY 
EXHIBITION 


Some of the pictures in the BEA exhibition are colour transparencies, lit 
from a light source that throws illumination down on plants underneath. 


BEA’S ANNIVERSARY SHOW 
COMPLETED IN 21 DAYS 


An exhibition that was conceived, planned, designed, made and 
installed in three weeks is now drawing some 60,000 visitors a week 
into the exhibition room at London Airport, where it commemorates 
the 10th anniversary of British European Airways. 


This, the first exhibition to be 
held in the 18-month-old Queen's 
Building, was planned by Arthur 
Sawtell, display superintendent of 
BEA; designed by W. R. Szoman- 
ski, one of the leading freelances 
on BEA’s pane! of designers; and 
constructed by G. F. Reynolds & 
Co., Ltd. 

It consists of two lines of dis- 
plays on metal unit constructions 
of versatile design. Between these 
lines is a board bearing the BEA 
coat of arms in blue, red and 
silver metal; and suspended 
above them are two large-scale 
models of a 1960 Vanguard and 
a new Viscount. 

One line of displays includes 
small-scale models of planes that 
have been used by BEA—Rapide, 
Pionair, Viking, Elizabethan, 
Viscount, helicopters, etc., with 
descriptive material and photo- 
graphs. 

On the other side are photo- 
graphs of various aspects of the 
work of BEA personnel—such as 
maintenance, flight operation, 
passenger comfort, passenger 
handling, and ticket reservation. 

In one or two of the displays 
a three-dimensional effect has 
been arrived at with photographs 
placed at distances in front of 


each other. Harry Stewart, 
BEA’s photographer, took the 
pictures. 


The second line of displays 
comprises pictures of many 
famous cities, holiday resorts, and 
scenic attractions in countries 
served by BEA. Some of these 
scenes are colour tranparencies 
on two sides of a box, lit from 
within by a light which also 
throws illumination on flowers 
placed underneath. 

_ At the far end of the exhibition 
is a full-size mock-up of a sec- 
tion of a Viscount cabin, which 
visitors can enter and in which 
they can try out the seating. 


(See Mainly Personal, page 38) 


This BEA coat of arms is in blue, 
red, and silver metal. 


A model of a 1960 Vanguard is 
suspended over one line of displays 
at the BEA exhibition. 


‘No’ to posters by 
local council 

More O’Ferrall Ltd. have been 
refused permission to use land 
adjoining 448 Fore Street, 
Edmonton, as a_ poster site. 
Edmonton Council say the pro- 
posals would be detrimental to 
the amenities of the area 
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New BSI scheme seeks more public advice 


on consumer goods 3 


AIM IS ‘TWO-WAY TRAFFIC OF IDEAS’ 

The British Standards Institution’s Advisory Council on 
Standards for Consumer Goods is seeking to widen its basis 
of popular support, “so that it may speak authoritatively on 


behalf of the consumer.” 

The Council’s first annual 
report says that, to establish a 
constant two-way traffic of 
opinion and advice between itself 
and the public, it is proposing to 
invite those interested in its work 


At the dealer preview and conference 

to announce the new Hillman Minx 

in New York a selection of sales aids 

was mounted in a single display, so 

that dealers could see easily what 
was available for their use. 


Irish weekly to 
be sold 


A company with a nominal 
capital of £5,000, divided into 
5,000 shares of £] each, has 
been formed to purchase the 
Westmeath Examiner, which is 
published weekly at Mullingar, 
by agreement with the owner. 
Mrs. Harriett Hayden. 


The new company will also 
take over the business of 
printers, publishers and news- 


agents which is carried on in 
conjunction with the newspaper. 
The newspaper is to be increased 
in size and be published in a 
new form in about six weeks. 

The Westmeath Examiner was 
founded 75 years ago. 


Filmlets only 


The Screen Advertising Asso- 
ciation have pointed out that the 
new agreement concluded between 
the Institute of Practitioners in 
Advertising and the SAA, which 
enables ads for competitive pro- 
ducts to be screened during the 
same programme, applies only to 
short filmlets—and not to one- 


or two-minute films. The agree- 
ment is effective from Sep- 
tember 1. 


to become specifically associated 
with it 


For a small subscription a 
correspondent will be sent a 
“steady flow” of information 
bout consumer goods and the 


work of the Council, and will be 
assured of “a ready hearing” for 
his or her suggestions, inquiries 
and requests for help. 

It is felt that this plan, details 
of which are to be announced 
next month. will enable the con- 
sumer Advisory Service to be 
rapidly developed. 


Store of Information 


“With the co-operation of in- 
dustrial, trade and research or- 
ganisations, the Advisory Service 
would accumulate a great store 
of information on every kind of 
goods sold over retail counters, 
and at the same time enable the 
Council to provide industry with 
objective information on the likes 
and dislikes of its customers,” 
states the report. 

Under the heading “What the 
Consumer Wants” the Council 
claims that shoppers want come 
independent assurance of quality 
or durability in the goods offered 
to them, as exemplified in the 
BSI mark of approval—the “Kite- 
mark”—and, secondly, that they 
want information about the char- 
acteristics and suitability of the 
goods they buy. 

A “labelling quiz,” conducted 
among some 20,000 women 
through women’s organisations, 
local trades councils, and trade 
unions, revealed that children’s 
clothing was thought to be the 
most important subject for label- 
ling, followed by dress materials, 
blankets, furnishing fabrics, 
sheets and carpets, in that order. 
The chief particulars asked for 
refer to size (or width), type of 
material, colour fastness, shrink 
resistance and washing or clean- 
ing instructions, 


Proportion not essential 
Information about flamma- 
bility, particularly of children’s 
clothing, received high priority, 
whereas relatively few informants 
regarded the proportion of each 
material (e.g., 60 per cent wool, 
40 per cent nylon) as essential. 
_ The report adds: “It is hearten- 
ing to record that the textile in- 
dustry, which is in general 
opposed to. certification marking, 
is apparently in favour of more 
informative labelling.” 

The main report of the British 
Standards Institution lists “poster 
sizes” as among the “work in 
hand ” of the printing, stationery, 
and allied trades standards com- 
mittee. 


This birthday cake has been supplied by Huntley & Palmers Ltd., Reading, 

for the Goram Fair, Bristol, which was held earlier this month. The cake 

is 8 ft. high and 12 ft. in diameter and is made in hardboard and plaster. 
The work was carried out by Art Display Service Ltd. 


MORE EXHIBITORS AT THIS 


YEAR’S MOTOR SHOW 


The Motor Show, to be held at 
Earls Court from October 17 to 
27, will include the products of 
nearly 540 exhibitors, of whom 
57 are car manufacturers. Both 
these figures exceed those for 
1955, when more than 516,000 
people, apart from overseas Visi- 
tors, saw the Show. 

Although Britain will have the 
greatest share of the exhibiting 
space, other countries represented 


this year include the USA, 
Canada, France, Germany, 
Sweden, Italy, and Czechoslo- 
vakia. 


The number of visitors from 
overseas last year reached an all- 
time record of 13,750, 6,000 more 
than the previous best in 1954. 

Overseas visitors receive a 
special service from the organi- 
sers, the Society of Motor Manu- 
facturers and Traders. On pro- 
duction of their passports at the 
overseas visitors’ reception bureau 
they obtain free admittance. 


Overseas visitors connected with 
the motor industry are also pro- 
vided with a catalogue, buyer's 


Vantona Textiles Ltd., Manchester, 
are to use this new pack, produced 
by Industrial Art Services Lid., of 
Manchester, and Box Foldia Ltd., 
of Birmingham, for Christmas gifts. 
The “book” is entitled “Four Square 
Faces.” The “Joyous Morn” face 
cloths are seen through cut-out 
windows in the pack 


guide, and a badge commanding 
the special attention of exhibitors, 
together with the exclusive use 
of a comfortably furnished 
lounge, staffed by members of 
the Society's overseas department 
and a number of interpreters. 

This year the ground floor lay- 
out has been adjusted to bring 
the caravan section § together, 
and the car section will extend 
from the Warwick Road en- 
trance to the rear of the building. 

Apart from cars and caravans 
the other sections are the coach- 
work section. accessory and com- 
ponent section. tyre section, 
motor boat and marine section. 
transport service equipment 
section, and trade association, 
press, information and other ser- 
vices section. 

The Show will be opened at 
noon on Wednesday, October 17, 
by the Prime Minister, Sir 
Anthony Eden 


Rank neatenidk heist 


new advertisers 


A special press showing of 
recent advertising film and tele- 
vision productions by Rank 
Screen Services Ltd. was given in 
the company’s cinema and tele- 
cine viewing room at 11 Hill 
Street, W.1, last week. Among 
the 32 films and filmlets shown 
were four for new advertisers to 
the medium: Lin-can, Beattie’s 
Biscuits, Vespa and Ferodo. 


Round shot 


A drip-mat with the name of a 
German lager on one side has 
been used by Kenneth Monk, 
creative executive of British & 
International Addressing Ltd. 
(who is at present holidaying in 
Germany and Austria), as a direct 
mail shot to about 800 of his 
firm's clients. A goodwill message 
written on the reverse side of the 
mat claims that BIA direct mail 
“makes rings round other media.” 
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NIELSEN POSTS': 


Eight associate 
directors named 


The new executive title of asso- 
ciate director has been created in 
A. C. Nielsen Co., Ltd. First 
appointments as associate directors 
are K. F. Wilson, who joined the 
company in Oxford 10 years ago; 
R. C. T. James, who started with 
Nielsen in 1950; M. H. Smyth, who 
joined the company in 1952; W. A. 
Yates, who joined the organisation 
in 1948; D. Donovan, who joined 
Nielsen in 1944 as accountant and 
who has for many years held the 
position of company secretary; 
I. Macdonald, who has been with 
Nielsen for 16 years and for the 
past several years has been general 
field manager in charge of all retail 
index field operations; W. V. King- 
ston, who has pioneered the estab- 
lishment of the Nielsen branch in 
Eire, which he now manages; and 
W. S. MacDonald, who joined the 
company in 1952 and became an 
executive in the retail index client 
service division. Earlier this year 
he was appointed to head up client 
service activities for Nielsen tele- 
vision index. 


Back from Canal Zone 


Arthur Wallis, of Patrick Dolan 
& Associates Ltd., is due back this 
weekend from the Canal Zone, 
where he has been handling on-the- 
spot PR for Suez Contractors (Ser- 
vices) Ltd. The company, consist- 
ing of 11 leading British industrial 
firms, was set up by the Govern- 
ment to look after British military 
bases after troops left—and to 
arrange for civilian staffs to take 
over. Recently, during the crisis, it 
became necessary to fly home some 
900 women and children from these 
bases. Termed “Operation Nur- 
sery,”’ PR in London was handled 
by Noel Newsome, executive direc- 
tor of PDA, and Steve Pugh. 

x *x 7 

W. Bolton has joined the Kentish 
Express as chief advertising repre- 
sentative in Kent in place of 
Derrick Tidd, who has taken up a 
post with the. Globe and Mail, 
Toronto. Mr. Bolton has been with 
Redmans Ltd. and Birlings Ltd., 
both of Ashford. 


Two new ad-reps 
for ‘Scotsman’ 


The Scotsman in Glasgow has 
recruited two advertising representa- 
tives as assistants to Willie Ballan- 
tine. They are: W. S. Hendrie, of 
the Glasgow Observer and pre- 
viously with the Evening Citizen, 
and Stewart M. S. Hunt, son of the 
chief reporter of the Scotsman. 

* * * 

Amongst those presented to Her 
Majesty Queen Elizabeth the Queen 
Mother when she received the Free- 
dom of the Royal Burgh of Wick 
was Miss Georgina Millar, adver- 
tisement manager of the John 


O’Groat Journal. 


|News About| 


P. S. Roberts, area field repre- 
sentative of Berec (Great Britain) 
Ltd., the export organisation of the 
Ever Ready Co. (Great Britain) 
Ltd., has left London for a tour of 
Iran, Syria, Iraq, Kuwait, Bahrein, 
Lebanon, Jordan, Saudi-Arabia, 
Eritrea, Ethiopia and Aden. He is 
due back in London towards the 
end of October. 

- - * 


Eric Watson, who joined Aufso- 
sport as sales manager of their 
publications department, has now 
been appointed circulation manager. 
He will continue to be responsible 
for the book sales side of the 
organisation 


New appointments 
at Pearl & Dean 


Colin Laird, managing director of 
Pearl & Dean (Screen Advertising) 
Ltd., has announced two appoint- 
ments this week. They are Jack 
Dean to be branch manager of the 
Midland region, and A. Bass to be 
provincial supervisor. Mr. Bass’s 
responsibilities will be the co-ordi- 
nating of the sales effort throughout 
the country, outside London and the 
Home Counties. He has been with 
P & D for a number of years. Mr. 
Dean was recently transferred from 
the company’s overseas sales force. 

7 * * 


Ernest Pearl, chairman of the 
Pearl & Dean group, has announced 
that W. G. (Bill) Collins, in addition 
to his other appointment, has joined 
the board of Pearl & Dean (Screen 
Advertising) Ltd. 


* * * 


After broadcasting before and on 
the first days of the Suez Confer- 
ence, Albert Milhado went off for 
a short holiday in France and 
Holland. He will return to England 
on September 2. Mr. Milhado has 
just had published in Holland a 
book he has written called Hier is 
London, 


Claude Page 


Raphael Tuck PRO 


joins the board 
C. W. Hayes, head of public rela- 
tions of Raphael Tuck & Sons, Lid., 
has been appointed a director of the 
company. He joined Raphael Tuck 
& Sons, Ltd., three years ago. He 
left Odhams Press, where he had 
been for nearly 20 years, to form 
and head Raphael Tuck’s public 
relations department. In addition to 
his responsibilities as head of 
public relations, Mr. Hayes has been 
engaged on the creative and trade 
and business development sides of 

the Raphael Tuck organisation. 

* 


Scots-born film director Harry 
Watt, who left films just over a year 
ago to go into commercial tele- 
vision, has left Granada TV Net- 
work Ltd., where he was executive 
in charge of documentaries, to 
rejoin Sir Michael Balcon’s Ealing 
Films. 


Three join Leslie 


Frewin Organisation 


Further staff appointments by the 
newly-established Leslie Frewin 
Organisation Ltd., international PR 
associates, are announced. Patrick 
East has been appointed a senior 
accounts executive. For some time 
he has been a free-lance public rela- 
tions consultant. Michael Rowden 
has joined the organisation from 
the British Market Research 
Bureau, and will be chiefly con- 
cerned with the operation of com- 
mercial and industrial accounts. 
Pamela Larman has been oppointed 
secretary-assistant to Leslie Frewin 
and is leaving her present post on 
the Woman's Sunday Mirror. 


In less than four months since its opening, 250,000 people have visited the 


Design Centre in London. 


Its organisers, the Council of Industrial Design, 


report that this total was reached in 9% showing days—an average attendance 
of more than 2,600 a day. The quarter millionth visitor arrived at 5.05 p.m. 


on Saturday, Miss P. M. Mulligan, of Eccles, Manchester. 


She and a 


friend, F. J. A. Chaisty, a Salford solicitor, were met by Maj.-General J. M. 


Benoy, the manager of the Design Centre, who offered Miss Mulligan the 


sift of anything she liked from the Centre's display to the value of ten 


guineas. 


Above Gen. Benoy (centre) presents Miss Mulligan with one of 
the articles she chose, an electric coffee percolator. 


C. W. Hayes 


AuGust 24, 1956 


A. Bass 


Cecil Ogle, who has been adver- 
tising representative of The Linen 
Trade Circular and associated pub- 
lications for over 20 years, with the 
exception of the war period, has 
left H. R. Carter Publications Ltd. 
in order to join the company being 
formed by William Carter to pub- 
lish Irish Textile News. Mrs. D. 
Francis, who has been in charge of 
the accounts department of H. R. 
Carter Publications Ltd. since 1946, 
has also left to join the company 
being formed by Mr. Carter. 


Page reorganises 


London office 


Claude A. Page, a member of 
the board of McConnell & Co. 
(Advertising) Ltd., who earlier this 
year was appointed managin 
director of McConnell’s (London 
Ltd., has announced the completion 
of a reorganisation programme at 
the McConnell London office. 
Creative and production staff has 
been augmented, office accommoda- 
tion enlarged, and T. R. Dipple, 
who was, until recently, with 
McConnell’s Colwyn Bay office, 
has been appointed general manager 
and succeeds J. A. Pearce, who is 
leaving the company. 

* * 

R. N. B. Gubbins, who joined the 
financial advertising division of 
Samson Clark & Co., Ltd., as assis- 
tant to R. Lyall in April, was one 
of the first reservists to be called up 
because of the Suez crisis. Mr. 
Gubbins was posted to his old regi- 
ment—the Coldstream Guards— 
with the rank of Captain and is now 
serving on the Headquarters Staff of 
the Ist Guards Brigade. 


- * * 

A. T. Kelly has joined Arks 
Publicity Ltd. as an _ assistant 
account executive. 

OBITUARY 


C. Henderson 


The death of Charles Henderson, 
opt 69, took place on Thursday 
of last week at Worthing, after a 
short illness. Mr. Henderson started 
in advertising with Golf Illustrated 
and was later with Hutchinson’s. In 
1926 he joined the People and 
Sporting Life and in 1930 was 
appointed general advertisement 
manager of the Daily Herald, People 
and Sporting Life. He served in 
that capacity until his retirement in 
June this year. The funeral took 
place on Tuesday at the Downs 
Crematorium, Brighton. 


Latest wills 


WituiamM Henry Merritt, of Highams 
Park, Essex, sales manager of George 
Newnes Ltd., left £3,706 17s. Id. 

RicHarD LaMPLOUGH CROWTHER, of 
Doncaster, master printer, founder, pro- 
prietor and publisher of the Doncaster 
Free Press, \eft £81,810 4s. 5d. gross, 
£68,770 2s. id. net value. (Duty paid 
£16,884). 
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York is a prosperous city at 
the heart of a prosperous region. 


Its cash registers ring up a 

total of £15,000,000 annually. 

This expenditure represents the comfortable 
standard of living of its 106,500 inhabitants— 
a community with money to spend. 


Your cash will register good results in this area 
if you advertise in “The Yorkshire Evening Press”. 


It is York’s own newspaper, the only daily 

published in the City. Its sale in York is greater 

than the number of houses in the City—91% of it 
home-delivered—and a third of its circulation of 56,748 
goes into the surrounding districts in the three Ridings. 


In York and these districts there is a 

ready market for luxury goods as 

‘well as all the necessities of life. 

“The Yorkshire Evening Press” will take 

your message into these homes through the 
columns of the newspaper that is so widely read 
and trusted by its well-to-do readership. 


YORK’S OWN NEWSPAPER: 56,748 A. B. C. 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Now it’s 4 
NTP fairs 


at once 


National Trade Press have 
announced their plans for another 
exhibition in 1957. It will be 
Britain’s first National Carpet and 
Floorcoverings Trade Fair—a 
five-day promotion sponsored by 
“Furnishing” and staged at Earls 
Court. 


uring the same week, and also 
at Earls Court, NTP will organise 
three other exhibtions — the 
National Men’s and Boys’ Trade 
Fair, the Household Textiles and 
Soft Furnishings Fair, and the 
British Cloth Fair. a 

The dates announced origin- 
ally for N1P’s three textile fairs 
were March 11 to 15, but nego- 
tiations with Earls Court have 
resulted in an earlier booking— 
“which is better suited to the 
textiie . trade,” say NTP—for 
March 4 to 8. 

Stand bookings for the three 
textile fairs announced in May 
“have exceeded the most opti- 
mistic forecasts.” Neariy 70 per 
cent of the space in the Men’s 
Trade Fair and the Household 
Textiles exhibition has already 
been sold. Five trade associations 
are also giving their official 
support. a 

The four Earls Court exhibi- 
tions will occupy a total of 270,000 
square feet. On the ground floor, 
220,000 square feet has been allo- 
cated to the three textile fairs— 
each divided by partitions 20 
feet high and close carpeted 
throughout in a_ distinctive 
colour. More than 60 stands 
devoted to carpets and floor- 
coverings will take up 50,000 
square feet on the first floor. 


F, Loveridge 
Frederick Loveridge, a pioneer 
of modern advertising, a director 
of Mather & Crowther Ltd., and 
a founder fellow of the Institute 
of Incorporated Practitioners in 
Advertising, who died on May 18 


at the age of 86 years, left 
£52,432 10s. 1d. gross, 
£52.349 19s. Sd. net value. Duty 


paid was £18 584. 
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This “‘archway” design is being used in this latest point-of-sale piece for 


Brown & Polson Ltd. 


Printed in eight colours 


by Sir Joseph Causton 


& Sons Ltd., it will be distributed nationally for displaying Brown & 
Polson packs of Flavoured sae 7 Design was by Masius & Fergusson 
Ltd. 


NEWS FROM FRANCE ... 


AuGust 24, 1956 


New Indian firm 


. 4 a 
in ‘top three 

Out of the ashes of D. J. 
Keymer & Co., Ltd.—one of the 
pioneers of advertising in India 
which closed down last March 
because of recurring financial 
loss—has blossomed a new 
Calcutta advertising agency. 

Started by the employees of 
D. J. Keymer, who decided 
advertising could be made to pay 
in India, the new agency is called 
Clarion Advertising Services 
Private Ltd. 

The new agency has been able 
to keep the majority of Keymer's 
former clients, since its incevtion 
in April, and present turnover of 
its accounts puts Clarion among 
the three top advertising agencies 
in India. 

The paid up capital of the 
agency has been raised entirely 
from the staff. 


. . . By” Mostyn™Mowbray 


Sample of 25,000 to be used in tripartite survey 


One of the biggest handicaps 
advertisers and agencies are up 
against in planning a press cam- 
paign in France is the inadequacy 
of data available on newspaper 
and magazine readership. 


Most of the leading papers, of 
course, have their net paid circu- 
lation certified by the OJD 
(France’s Audit Bureau of Circu- 
lations), and also publish what 
they estimate to be their total 
readership. And there the matter 
usually rests. 

This unsatisfactory state of 
affairs is soon to be remedied, 
however. Advertisers, agents and 
media are currentiy getting to- 
gether to organise a survey aimed 
at gathering valuable informa- 
tion on the age, profession, 
income, social class, educational 
level, personal habits and so on 
of French newspaper and maga- 
zine readers—together with de- 
tails of what papers they read, 
and why. ; 

This long-overdue measure is 
not likely to get going before 
next October, but at least the tri- 
partite commission formed at the 
beginning of this year to study 


This new 30 cwt. Austin van of Lexington Products Ltd. has displays on 
either side which are true-to-scale models of the products depicted. They 


are made of metal, backed and mounted on the van. 
eager about 14 inches from the van sides. 


In each case they 
The design was prepared 


y parent company, Lex Garages Ltd., whose coachwork department was 


responsible for the construction of the displays, the painting and signwriting. 


ways and means of undertaking 
the survey has come to general 
agreement on the form the pro- 
ject is to take. 

A random sample of 25,000 
households will be polled, and 
each member of every one of 
them will be questioned separ- 
ately. In addition, relevant data 
on the family unit as a whole 
will be noted. 


The questionnaire itself, when 
drawn up, will first be submitted 
to market research experts for 
comment and criticism, and sub- 
sequently modified, if necessary, 
in the light of their advice. A 
pilot survey will then be carried 
out, covering about a hundred 
families. 

French market research organi- 
sations are currently being invited 
to tender for the work; from 
among the applicants, several will 
be chosen to handle the survey 
collectively. Moreover, a non- 
profit association is being formed 
for the purpose of centralising 
and generally supervising the 
operation. 

On the important question of 
where the money for this scheme 
is to come from, the commission 
states that details of its financing 
have not yet been completely 
worked out. 

Another step in the right direc- 
tion towards making good the 
lack of facts and figures relating 
to French advertising in general 
is being taken by the Union des 
Annonceurs—the Union of Ad- 
vertisers. Up to the present, only 
approximate and overall statistics 
have been available of French 
advertising expenditure, but the 
Union has recently sent out a 
questionnaire to all its members 
with the object of obtaining a 
detailed breakdown of amounts 
spent on various media, as well 
as on such items as market 
research and the like. It is ex- 
pected, says the Union des An- 


nonceurs, that results of the 
survey will be published in the 
autumn of this year. 

* * 


The Radical Group in the 
French National Assembly wants 
to have a special tax imposed on 
advertising of brands of petrol at 
roadside filling stations. In their 
petition proposing the tabling of 
a new law to introduce this 
taxation, the Radicals describe 
such advertising as “luxury ex- 
penditure.” It is considered im- 
probable, however, that this move 
will come to anything. 

- * * 


_The future of Telma, the tele- 

vision station operating in French 
Morocco, has for many months 
past been in the melting pot. The 
French government held an 
option on its purchase, but this 
expired last April, since when 
little has been heard of the 
matter. 

Telma became news again 
when it was revealed some weeks 
ago that the Moroccan govern 
ment was not disinclined to con 
sider offers that had been received 
from American companies for the 
monopoly of TV in Morocco. 
Telma would, if taken over by 
US interests, put out sponsored 
programmes as formerly. 

But what French television re- 
ceiver manufacturers are afraid 
of is that the Americans will 
introduce their own system of 
definition, which does not cor: 
respond to the French system 
and would thus put a stop to sales 
of French TV sets in Morocco. 

* * * 


The up-and-coming _ screen 
advertising firm Les Films Pierre 
Rémont has just made a new 
7 million franc issue of capital. 
bringing its total up to 10 million 
francs. Directors are _ Pierre 
Rémont, Maurice Mestre and 


Raymond Bonisol. 
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Changing her mind 


2) d 


OVERSEAS. International editions, 27 of them, cover key export markets. The 
British exporter can book space in London and, usually, pay in sterling. 


NO WONDER I 


> joer iim 53 a 


ADVERTISER'S WEEKLY 


AN 
ADVERTISER'S 
PRIVILEGE 


The fickleness of women is the ad- 
vertiser’s opportunity. But to change 
a woman’s mind, you have to get 
into it. The Reader’s Digest is your 
way into the minds of weil over two 
million women—women who are 
prepared to read what you have to 
say to them. 

Altogether,some five million people 
enjoy this magazine each month. 
Why do they provide such a produc- 
tive market for your advertising 
message? One reason is that they are 
comfortably above the average in 
income — for instance, over a million 
of our readers own their own houses, 
and nearly a million have motor-cars. 

An even more important factor is 
our readers’ character. The Reader's 
Digest deliberately sets out to please 
people with inquiring minds, inter- 
ested in many things, receptive to 
new ideas. Its phenomenal success— 
over a million sale in Britain, a world 
sale of over eighteen million—is the 
measure of the opportunity it offers 
to the advertiser who has something 
to say. Its readers really read it— 
pick up each issue many times as 
they browse through its articles. 
There is ample evidence that they 
read the advertisements, too. And 
they are exactly the kind of people, 
better informed than most, whose 
example is apt to influence their 
friends. 

It is because of the character of its 
readers and their pleasure in reading 
it that The Reader’s Digest is one of 
the great advertising media of 
Britain. 


A MAGAZINE A GUARANTEED 1,100,000 SALE 
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SOWW EY 


THE BLOCK 
‘REVISAL’ 


The news that the Federation of 
Master Process Engravers have 
announced a “revised” price 
list “to remove anomalies” will 
be receivea oy many smali puo- 
lishers, printers, newspaper 
Proprietors and advertising 
agents with no little concern. 

Why? Because it means that 
they wil: have to pay more tor 
thew biocks—as mucn as 20 per 
cent more, 


Some pay less 


“The changes,” says a report 
issued on behalf ot the Federa- 
tion, “benent some buyers of 
blocks, who will pay in certain 
cases substantially less, while 
charges to other buyers will be 
increased.” 

And that’s when one comes to the 
aspect of this price “revisal” 
which may strike you as being 
unfair—and, in the long run, 
bad business for the kedera- 
tion’s members. For it is the 
buyers of smail-sized blocks of 
less than 30 square inches who 
will have to pay more. Those 
whose business allows them the 
luxury of buying large-sized 
blocks will now pay substan- 
tially less. 

The Federation pleads the case 
of rising wages and increases in 
costs of raw materials and over- 
heads. This is not necessarily 
disputed. There may be good 
reasons for increasing charges. 


Prices halved? 


But many may feel that such 
increases should not penalise 
one section of block buyers and 
give others, better able to 
afford it, a financial advantage. 

If prices have to go up, why not 
a small over-all percentage rise 
—regardless of block size? 

One thing is certain to result 
from these increased charges. 
Buyers will look with renewed 
interest at the work produced 
by electronic engraving 
machines. And to those block- 
makers who can supply satis- 
factory quality by such means 
—at prices which could be little 
more than half of the figures 
quoted in the latest schedule— 
will go much of the block- 
making business of the future. 


PLASTIC 


Showcards, Displays 
and Packaging 


Pre-printed, vacuum formed 


12 


the grocers 


[HAT old parrot-cry has 

gone up again: “Less ad- 
vertising would cut the cost of 
the goods.” 

But even those who are apt 
to shrug off such outbursts for 
what they are will be perturbed 
at the latest source. 

For it comes from a section 
of that hard-to-please fraternity, 
the retailers, This time it is 
grocers. 

Their profit margins are being 
“adversely affected” by the 
“large” sums of money spent on 
advertising, it is suggested in the 
annual report of the secretary 
of the Northern Council of 


Grocers’ Associations, Alban 
Curtis. 
Nearly 40 local associations 


of grocers in Lancashire, North 
Wales, Cheshire and Cumber- 
land are affiliated to his organi- 
sation. 

Says Mr. Curtis: “Your mar- 
gin of profit is used to pay for 
expensive advertising. Govern- 
ment policy of credit could be 
usefully applied to advertising, 
a cost towards which is contri- 
buted by the Treasury.” 

And he cannot resist a final 
knock at that old red-rag-to-the- 
grocers—coupons—for, he says, 
advertising includes, of course, 
“soap and other coupons.” 

Two courses of action seem 
open now: (a) a cut in advertising 
in that area, and wait for the 
grocers to scream when their 
“profit margins” are “adversely 
affected” by the inevitable result 

-reduced sales, or (b) action by 
a local advertising club, acting 
for the Advertising Association in 
its drive for speakers at meetings 
of just such organisations as this. 

It would seem that (a) is 
absurd, but (b) just plain com- 
mon sense. 


THE BIG SLEEP 


NE of the safest predictions 

that can be made at the 
moment is that around Novem- 
ber there will be a rash of 
testimonial ads . oar 
Olympic athletes trained on 
Blank” (as long as we win some 
medals). 

Steeple-chaser Chris Brasher 
threw some interesting light on 
an athlete’s private life in the 
Observer this week when he 
wrote of the efforts he made 


TALKING POINTS 
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Now ads cut our profit margins, say 


45 


| “Wish we knew how the council was going to act over local 
outdoor advertising—I’m getting tired of carrying this up 


and down the by-pass! ”’ 


before “Catching the Selector’s 
Eye.” 

Having succeeded, and won an 
invitation to Melbourne, he goes 
on: 

“Letters arrive from the manu- 
facturers of ‘food beverages.’ 
‘In the course of the next week 
you will be receiving a parcel 
containing supplies of our pro- 
duct which we trust you will 
accept with our compliments. 
Please do not hesitate to ask us 
for further supplies’. 


“I have a lot of godchildren, 
nephews and nieces. Parcels flow 
in and parcels flow out. Even 
the postman gets one for all his 
labour. It will build him up. 
There are a lot of healthy child- 
ren in our family, all enjoying 
deep, refreshing sleep.” 


LIP-SERVICE 
USTOMERS do, apparently, 
wonder how to pronounce 
brand or trade names (this 
column, last week). The quoting 
of Achille Serre and Meux as 
examples brought a very quick 
rejoinder from correspondent 
James Harrison: “Well, how do 
you pronounce them?” 

A check with the advertisers 
this week produced the following 
approved versions: Meux — 
Mukes (to rhyme with “dukes”) 


and Meux’s—Mukes’s; Achille 
Serre—Assheel Sair (to rhyme 
with “ hair”). 


LOSS OF AMENITY 
N_ artist commissioned to 
design a poster for St. 
Andrews, Fife, was told to leave 
out the gas works. 


TOMORROWS TOPICS 


@ The rescinding by newsagents 
of the “no-better-terms-no- 
handling” resolution is encour- 
aging certain publishers to push 
ahead with plans for the 
launching of new magazines. 
Statements are expected soon. 

@One of the new publications 
being planned is a _ colour- 
gravure women’s weekly with a 
multi-million sale. 

© Still in the women’s weekly 
field: price rises have been pre- 
dicted for the larger competi- 
tors. 

@ Research into poster advertis- 
ing and its coverage is to be the 
subject of an official project to 
be announced soon 


me PYTRAM 01 


@ Next major development in car 
accessories : a new-type tube- 
less tyre. A claim for greatly 
improved wearability will be 
the feature of a _ large-scale 
campaign. 

@A _ public relations drive to 
familiarise industry with new 
applications of glycerine is to 
be undertaken shortly. 

® Increased interest in automatic 
vending and equipment is being 
taken by major groups of re- 
tailers and large retail con- 
cerns.. Developments in the 
manufacturing field are ex- 
pected shortly. 


ROUND TABLE 


Advertising models 
Animated displays 


Exhibition units 


a 7. eS | 

2 eee 
ee 
po EE | 
ARG. | 

| GNP Ml | 

— | 

all 

_ a | 

—_ ff 

| 

| 


ADVERTISER'S WEEKLY 


Robert Sharp’s figure things out 


Robert Sharp's add things up accurately, then produce 
exactly the right idea for everyone. | 

Robert Sharp’s depend upon their clear, native intelli- 
gence. This prevents them from accepting all the cliches of 
marketing and advertising; and means that their schemes 
— however wildly unusual — are founded on ordinary 


commonsense, 


Robert Sharp's are not yet among the giant Agencies. 
But they are expanding, and are probably best matched 
by a similar type of client: one whose appropriation is 
growing fast, but has not yet reached the limit. 

If you have a thirst for something different in your 
advertising—which will get you fresh attention from your 


customers—please consult us. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1, Tel: AMBassador 1471-2-3-4-§ 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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No time existed for an orthodox 


market research operation. But 


there was time to try another sort 


‘Hat trick’ technique used 


for inner tube campaign 


By a SPECIAL CORRESPONDENT 


N American writer on 

advertising advises copy- 
writers to try the “hat trick.” 
That is, if they do not know 
the facts, they should put on 
their hats and go out and find 
out whatever it is they want to 
know. 


Until the following this was so 
much theory to me. Then up 
came a rush job. No time for 
organised research; the client 
wanted the finished rough and 
copy in two days’ time. The 
opportunity to put theory into 
practice had arrived. 

The product was inner tubes 
and the aim of the advertise- 
ment was to persuade motorists 
that it was wise to fit new inner 
tubes (the client’s especially) 
whenever they fitted new tyres. 
An old  tube—stretched and 
worn thin after several thousands 
of miles use, and therefore more 
prone to punctures—might cause 
the complete destruction of a 
brand new tyre. 

It seemed obvious that the job 
was educational. But how big 
an educational job was it? How 
much did my prospects already 
know about inner tubes ? 


Deciding the angle 


Ought I to assume that their 
ignorance was 100 per cent? If 
so, I would need to advise them 
first of all that there was such a 
thing as an inner tube. Or, at 
the other extreme, ought I to 
assume that they knew practi- 
cally everything about tubes, 
including the advisability of 
fitting new ones whenever they 
fitted new tyres? In that case, 
my job was mainly reminder 
advertising. The educational 
aspect would be to stress that the 
client’s inner tube incorporated 
(let us suppose) an _ exclusive 
elixir for inner tubes. 

At which extreme—or where 
in between them—was the large 
majority of the relevant public ? 


Walkers 


(showcards) (UEay jo>|a>| DISPLAY 


MANCHESTER 


An indication of the answer was 
given by the medium in which 
the advertisement was appearing, 
ie., the national newspapers with 
strong motorist readership. But 
that still left me with the main 
question. 

“There was nothing for it but 
the “hat trick”; to go out and 
ask motorists the answers. And 
it had to be that evening. 


Prepared questions 


A visit was paid at once to 
the local garage. Situated on an 
arterial road, I guessed (correctly) 
that it would do a fair amount 
of business. A_ spiral-bound 
notebook was ready for the 
answers to four prepared ques- 
tions. These questions were 
simply divisions and extensions 
of the big one: 

@ When did you last have your 
inner tubes checked? (I did 
not really expect a firm answer 
to this; it was merely to test 
awareness of the inner tubes 
existence.) 

@ How long have you been a 
car-owner ? (To establish the 
experience of the owner.) 

® Would you, or would you not, 
fit a new inner tube for every 
new tyre? 

@ What beneficial or harmful 
effects would result from re- 
inserting a used tube in a new 
tyre ? 

These questions were, perhaps, 
not up to Starch standards of 
impartiality, but in the event they 
were well understood and in 
most cases intelligently and 
frankly answered. 


Agreement with garage 


The garage was an eight-pump 
affair and I went first to the fore- 
court superintendent’s office. A 
young and pleasant chap, he 
cheerfully gave me permission to 
go ahead and ask the questions. 
There was not long to wait before 
the first car drew in. The pump 
attendant was allowed to get 


things under way before the 
driver was approached. Fortu- 
nately, he was buying four 
gallons and the interview pro- 
ceeded at the rate of one question 
and answer per gallon. For less 
wealthy drivers I sacrificed ques- 
tions one, two and three in that 
order. None bought half a 
gallon! 

The helpfulness of my first 
driver was typical of the 20-odd 
that I interviewed in the follow- 
ing hour and a half. This, to- 
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gether with the garage staff’s most 
respectful interest in my job. 
made it a far from unpleasant 
way to spend an evening. 

My fact-finding may not have , 
compared favourably with a 
better organised, wider-spread 
investigation ; but at least it gave 
me a more solid basis for writing 
than ever my desk-bound sup- 
positions could. The informa- 
tion I gathered allowed me to 
set to work the next day with a 
far greater confidence and sense 
of direction. 


Repeating the inquiry 


The big test was to come 
later. After a two months’ 
lapse I made another visit to 
that same garage, this time to 
make a tremulously hopeful in- 
quiry into inner tube sales. I 
was delighted (mistakenly, I'm 
sure) to find that they had 
boomed by nearly five per cent 
in the last month! 

Beyond this specific example, 
the “hat trick” was worthwhile in 
another way. It has showed 
something that had long been 
suspected but never proved to my 
own  satisfaction—that people 
long to talk about themselves, 
their work and their belongings. 


{Weatherproof film aids night ads 


ae 
a 
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NUMBER of big advertisers are experimenting with Scotchlite 
brand reflective sheeting, which brings a new dimension to 


advertising at night. 


A thin, flexible, weatherproof light-reflecting 


film that can be durably mounted on practically any smooth surface, 
Scotchlite’s reflective surface is coated with innumerable microscopic 


glass lenses, each of which is a perfectly formed sphere. 


When light 


strikes the sheeting, these break up the light into thousands of small 


beams that are reflected directly back to the source of light. 


The 


result is glareless brilliance, 170 times brighter than a painted surface. 
The familiar BOAC emblem has been Scotchlited on the rear of 
100 coaches, and British Road Services, after a short experimental 
trial, are considering fitting 8,000 of their vehicles, front and rear, with 


reflective symbols. 


their fleets. Apart from its 


Whitbreads and Pickfords are extending its use on 
undoubted 


value as an advertising 


medium, these firms maintain that the danger of rear-end collisions 
at night has been appreciably reduced. 


CENtral 4965/6/7 
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pitfalls ? 


It’s little use hoping for the best when you start planning what to print on. 
You can’t monkey about with paper. Your choice of materials 
will inspire the mood of the project or shatter it. To help you to avoid the traps 
that paper sets, and select the kind most brilliantly apt for the purpose, 


why not simply : 


speak to Byiietan 


SPICERS LIMITED - 19 New Bridge Street - London EC4 « Telephone; Fleet Street 4211 
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REVIEW OF ADVERTISING 


Al this odd time of the year 
COPYTASTER recalls— 


A forthright approach to 


the repetition problem 


URING the silly season in 

1931 (I rather believe that 
today is the 25th anniversary) 
a copy chief was in despair 
about a manufacturer of bat- 
teries. He had tried him with 
every conceivable kind of copy. 
His patent medicine specialist 
had written a long piece prov- 
ing that most batteries suffered 
from acidosis, but this one con- 
tained a special anti-acid (it 
was distilled water) that pre- 
vented ulcer of the plates. 

There were testimonials from 

every member of the firm — 
owned a motor-car and, for all I 
know, a picture of a garage floor 
with a hole as big as an inspec- 
tion pit that had been burned by 
the contents of batteries that suf- 
fered from acidity. 


Numerous rejections 


The client felt that the copy 
was simultaneously knocking and 
short of punch. Humorous copy 
was summarily rejected; not 
enough punch. Eventually the 
copy chief persuaded a monotype 
operator to set about 100 times 
in five point light italic caps the 
words : 

X.Y. BATTERIES ARE BLOODY 
GOOD. X.Y. BATTERIES ARE 
BLOODY GOOD. 

On the proof of this oft-re- 
peated slogan he pasted a 
photograph of the battery, and 
sent the whole thing by regis- 
tered post to the client’s chair- 
man, Then he rolled his um- 
brella, put on his hat and went 
home for a month’s holiday 
before looking for another job. 
That’s the story that they tell 

around Trafalgar Square and this 
seems a suitable season for re- 
membering it. 

I would like to think that 
much the same thing happened 
three or four years ago when 
petrol was set free from govern- 
ment control. Can you not 
imagine the oil tycoon banging 
his desk and saying from the 
corner of his mouth—the corner 
not occupied by the cigar—‘‘/1's 
not punchy enough. I’ve got to 
have advertisements with punch 
If you can't give me a scheme 
that punches my story home to 
the solar-plexus of every motorist 
in these islands I'll find an agency 
that can. Now go into your 
corners and come out punching!” 
And then the visualiser in 


abject despair drawing an arm 
with ‘an enormous boxing glove 
emerging from a petrol pump and 
the copywriter contributing the 
slogan “REGENT PACKS 
PUNCH,” before the two of 
them went off arm in arm, never 
to return. And then the con- 
fusion next morning when the 
client thought the scheme was 
wonderful and the telegrams 
went off: “Return at once, all is 
forgiven.” 

It is a pleasing picture and | 
wish it had even a scintilla of 
truth. 


Reaction to punches 


The trouble about punches is 
that they are more blessed to 
give than to receive. Admittedly 
they are noticed by the people on 
the receiving end. Quite often 
an advertisement that packs 
plenty of punch gets a high read- 
ing and noting ftgure in the 
readership index. 

But the index does not tell 
you whether the punch lured 
the readers into wanting the 
product or merely scored a 
multiple knockout. Things 
may be different across the 
Atlantic, but in this country 
some of the most punch drunk 
campaigns I can remember 
have been the least successful. 
Without even pausing to tease 


my memory I can think of three 
advertisers almost in the £100,000 
appropriation class with prewar 
campaigns of awe-inspiring 
punchiness whose products are 
now among the also-rans with 
sales too small to be registered 
by the brand thermometers. 


Justification of theory 


Perhaps there really is some- 
thing in the theory that advertis- 
ing’s long term effect in building 
goodwill can—in the long term 


be far more valuable than its 
immediate effect in producing 
extra sales When you look 
round at the market leaders in 


different fields you will not find 
many whose advertising is 
utterly devoid of charm. 


Range of meaning 


Mind you, I am using the word 
in its broadest sense—bewitching, 
delighting or captivating. 

In fact | am saying again 
what I must surely have written 
half a dozen times in these 
columns: a good advertisement 
will be a great deal better if 
it makes the reader feel not 
only that he would like to buy 
the product but that its makers 
are very decent people to deal 
with Apart from any other 
consideration such a_ feeling 


They come out best on Kodak film 


omy | 


In Copytaster’s opinion this trick of framing 
and showing the rest as a cut-out has given rise 
Moreover, 


three-dimensional effect. 


rT 
Wee } 
oti - 


part of the photograph 
'o a most effective 


the marriage of headline and 


illustration has been well arranged. 
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Enjoy yours with 


WHITBREAD 
the superb Paice Ale 


An outstanding 
prestige, 


example of 
thinks Copytaster. 


makes the reader more ready to 

believe everything the adver 

tiser has to say. 

Pausing to read this again I see 
that I have left myself wide open 
for a punch to the point of the 
jaw—possibly one from each fist. 
I do not want to suggest that 
every advertisement of many 
market leaders has charm. And 
I must make it clear that I regard 
an advertisement as captivating 
if it captures the willing interest 
of the reader. 


Showing the horses 


Three weeks ago (ADveEr- 
TISER’S WEEKLY, August 3, page 
18) we discussed the singularly 
charming advertisement for 
Fisons, the agricultural suppliers 
Here we have Whitbread with a 
pair of its famous horses— 
probably two of the team that 
pull the Cinderella-coach of the 
Lord Mayor of London. 

This is in the same vein as 
the delightful flower painting 
posters offering “a refreshment 
for the wayfarer” on behalf of 
the same advertiser, and it is 
an outstanding example of what 
prestige advertising should be 
but so very seldom is. 

Indeed, the words prestige 
advertising now stand for such 
stodgy advertisements about the 
age and size of the advertiser that 
we need to find a new phase for 
advertising that sets out to win 


general goodwill rather than 
immediate sales. In the past I 
have said that it is publicity 


rather than advertising, but this 
is too wide a term. 

Any ideas? 

Kodak also can claim to have 
charm and freshness in its general 
advertising. The trick of framing 


@ Continued on page 18 
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part of a photograph and show- 
ing the rest as a cut-out gives the 
whole photograph a most effec- 
tive three-dimensional effect. 

But that is not all! 

How often does one see such 
a happy marriage of illustration 
and headline as this picture of a 
rope “coming out” of a photo- 
graph and the words “If comes 
out best on Kodak Film’? ’ 

When people ask me in 
future whether the copy or the 

layout should come first, I 

think I shall show them this 

advertisement and say that if 
an artist and a writer are really 
good and are working well 

together, it does not matter a 

tuppenny cuss which comes first 

for you are sure to get a good 
advertisement in the end. 

To get Baron to recommend 
Kodak Film was also a good 
idea, but at this point I stop and 
ask myself whether it was really 
wise to make the advertisement 
so completely uninformative. 

After all, Baron is very well 
known for the television series in 
which he gives simple lessons in 
photography for the amateur. 
The jnexperienced enthusiast who 
sees his photograph will surely 
hope to find at least one little 
word of practical advice. And 
he will be disappointed. Would 
it have done the advertisement 
any harm if Baron had written a 
brief analysis of the tug-of-war 
picture and mentioned which par- 
ticular kind of Kodak Film was 
used? 
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Copytaster discovers the 
hit of the silly season 


This advertisement has proved a 

positive temptation to Copytaster. 

He fancies it may be the hit of 
the season. 


Even although this was de- 
liberately designed as a general 
prestige advertisement—and a 
very good one—it would have 
been even better for a little help 


SOUTH EASTERN 


GAZETTE 


ESSENCG 


CHATHAM 


OBSERVER 


from Old Man Specific. 

In its own weird way 
Kolynos advertisement could 
come under my definition of 
charm. People who are interested 
in astrology will assuredly be 
captivated by it and some of them 
may even go to the length of 
sending the coupon with two 
end-flaps from a carton of Koly- 
nos Super-White Toothpaste to 
obtain a personal delineation. 

At first glance, however, it 
seems the most roundabout way 
of getting sales one has ever seen. 
But on second thoughts I am not 
so sure. 

Every popular Sunday news- 
paper has an astrology column 
and presumably the editors know 
that there is an enormous interest 
in this kind of thing. If it is 


this 


really big and a good many 
thousands of readers send for 
their “personal delineation” | 


can imagine a snowball effect as 


they discuss the thing with 
friends and neighbours. Indeed 
my curiosity is becoming so 


aroused that I can hardly bear 
to part with the coupon! 
It certainly strikes me as the 
hit of the (silly) season. 

Even in one’s nursery days the 
story about the sour grapes 
seemed almost too childish and 
contemptible to be true. But at 
the moment when all the major 
petrol companies were shouting 
their heads off about their new 
higher octane grades the follow- 
ing appeared—surrounded by 
enough white space to accommo- 
date three acres and a cow. 
Except that instead of a cow it 
had a flying horse: 

HIGHER OCTANE PETROL 

This company has always 
encouraged economic motor- 
ing. Mobilgas and Mobilgas 

Special offer to British motor- 

ists the best possible per- 
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Higher 
Octane Petrol 
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For a very definite reason Copy- 
taster believes that a _ golden 
opportunity has been missed here. 


formance at the lowest possible 
cost 
Only a negligible number of 
cars in Britain at present have 
high enough compression 
ratios to gain any benefit in 
return for the extra cost of 
higher octane petrol. 
However, if demand de- 
velops, this company will 
make available from Britain's 
newest refinery a new high 
octane petrol which will rank 
alongside the _ well-known 
Mobil grades of petrol and 
lubricants that are now serv- 
ing motorists so well. 
If silence is golden it seems as 
though somebody missed a 
golden opportunity here. 


A new “merry-go-round” type of exhibition display stand has been 
supplied by the Coal Utilisation Council, South Western Region, for 


use by Joint Services Committees throughout the area. 
a solid fuel cooker, under fire, used 


It includes 
for cookery demonstrations. 


Predominant colours are gay reds and yellows with softer contem- 


porary treatment on display panels. 
been faithfully reproduced in hardboard to lessen the weight. 


Tile surround patterns have 
The 


whole unit packs into a railway container and was designed by S. W. 
Crispin, regional display officer and was made by Decor Contemporary 


Art and Design, Ltd., Bristol. 
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JOE DITTON 


JOINS JOHN DELANEY ORGANISATION 


HEADS NEW 
EXHIBITION 
FURNITURE 
HIRE COMPANY 


Mr. William ‘Joe’ Ditton has been appointed 
General Manager of the new John Delaney Company, 
* Camden Furniture Hire Ltd.” 


Yes, we've grown another limb! This new company 
has been formed especially to supply furniture for 
exhibition stands. And not just ordinary furniture 
for, in association with Hille of London, we are 
supplying furniture of the purest contemporary tradition. 
If you really want to enhance your exhibition 
stands—come to Camden ! 


Two examples from our large range of exhibition 
furniture reproduced by courtesy of Hille of London. 


* 


Every type of furniture and furnishing you could 
possibly want is available on hire for any period 
whether or not your exhibition stand was made 
j by the John Delaney Organisation. What's more, we'll 
handle transport and installation, too, if that will 
. help. Service—with a capital ‘S’—is what we're 
} offering. If it’s what you want, have a word with 
Joe Ditton next time you need exhibition furniture. 
Telephone : ADVance 4314. 


Camden Furniture Hire fd 


| Aberavon Road, Mile End, london, E.?. Telephone: ADVance 43/4 


THE JOHN DELANEY ORGANISATION 
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LIGHTING UP THE STORE 


Sky-type ceiling promotes 


sale of women’s suits 


HE importance of adequate 

daylight as a sales promotion 
factor—and its general unreli- 
ability in the London area—has 
prompted Harrods Ltd. to use a 
Lumenated ceiling architectural 
lighting system in their store at 
Knightsbridge, S.W.1. : 


Installed in a special daylight 
room at the recently-opened 
model suits department on the 
fashion floor, this overall light- 
ing system covers an area of 170 
square feet and is incorporated in 
an artificial canopy. 


Source of light 


It takes the form of a false 
ceiling of corrugated translucent 
vinyl sheet supported in a light- 
weight steel framework and sus- 
pended below the light source so 
that the false ceiling, in effect, 
becomes the source of illumina- 
tion. The light source comprises 
an arrangement of 12 five-foot 
80-Watt fluorescent tubes sus- 
pended beneath the main ceiling. 


The main colour scheme used 


by a mushroom pink carpet and 
ice blue ninon curtains at the 


rear. In order that customers 
may gain a better impression of 
themselves when dressed in any 
particular colour of suiting, large 
mirrors have been placed on each 
side of the room. 

The overall lighting system was 
supplied by Lumenated Ceilings 
Ltd. and the electrical installa- 
tion was carried out by Harrods 
Ltd. 


AuGust 24, 1956 


Birmingham—the 
basic facts 


The “Birmingham Post’ Year Book 
and Who's Who, 1956-57, published by 
the Birmingham Post and Mail Ltd., 
price 15s. 

HIS is the eighth issue of this 

year book, and it once again 
provides a comprehensive guide 
to the many and widely varied 
activities of the city. Former 
features, which have proved of 
much value, are retained and 
brought up to date. 

There are a number of special 
articles dealing with important 
phases of Birmingham's develop 
ment, and a complete revision 
has been made of the particulars 
of the many societies and organ- 
isations which are an _ integral 
part of the public, social, pro- 
fessional and industrial life of the 
city. Details are given under all 
these headings and include sec- 
tions concerned with the corpora- 
tion, law, health, education, 
voluntary work, etc. 

In the section “ Who's Who in 
Birmingham,” details are given 
of the work and careers of some 
hundreds of the leading citizens. 

BELGIUM, 1956 — HAND- 
BOOK. _ FOR MOTORISTS: 
Published by the Belgian State 
Marine ‘Ostend-Dover Services. 
this free booklet is full of useful 
information for those who, for 
one reason or another, wish to 
take a car to Belgium. Reliable 
tourist data is also included. 


| 


Commissioned by 


J. Walter Thompson & Co. Lid. 
for the Kellogg Co. of Gt. Britain Ltd. 
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The Key 
to 


Greater 
Export 
Sales 


n Spanish for 


n English around the world 


pap?” IRE 


The Key to increased export sales often lies 
in advertising . . . and in advertising three words are 
of great significance—who . . . where . . . how. 


Consider first the word—who. As a business man, 

you know how much depends on who reads your selling 
message. When you advertise in LIFE INTERNATIONAL 
and LIFE EN ESPANOL, you can be certain your 
advertisement is being read by people who can 

do something about it. The readers of these 
international editions of LIFE are men of influence— 
leaders in business, government and the professions. 


Now consider the second word—where. Where do you 
want your advertising message to go? Wherever there 
is an export opportunity, LIFE INTERNATIONAL 

and LIFE EN ESPANOL will be found to circulate. 
The former reaches the top of the market around the 
world and the latter concentrates its coverage 

in Latin America. 


How is your product presented ? This is the third 

important point. And the how, of course, partly depends on 
you. But, the beautifully printed, large-size pages of 

LIFE’s International Editions can certainly help you in this 
regard . . . giving you the opportunity to control your own 
advertising . . . to see that all the important selling points are 
properly made. . . and that your product or service is 
presented in a manner that does it full justice. 


It is for these reasons that leading companies in Britain 
and on the Continent have more than doubled their investment 


_ in LIFE’s International Editions in the last four years. 


LIFE INTERNATIONAL— advertising rates based on average 
net paid circulation of 260,000 copies printed in English 

and distributed in 120 countries outside North America. 

LIFE EN ESPANOL—advertising rates based on average 

net paid cireulation of 300,000 copies printed in 

Spanish covering all of Latin America. 

These are the INTERNATIONAL EDITIONS of LIFE 

magazine, with a combined current circulation of over 600,000 
copies every fortnight. 


For further information, write or telephone The Advertisement 


7 Director, Life International Editions. Time & Life Building, 


New Bond Street, London W.! Grosvenor 4080. 
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HE careful spending of 

limited advertising appro- 
priations has always taxed the 
ingenuity of the professional 
and the following is a “suc- 
cess” case in point. 

The Warwick Upholstery Co.. 
Ltd., manufacture a comprehen- 
sive range of spring interior 
mattresses and divans, but their 
selling territory is limited to the 
south and south-west of the 
country, the northernmost point of 
operations being Peterborough 
Their popularity with the retail 
trade they serve is based on first 
rate service and complete relia- 
bility. 

National advertising has not 
been undertaken and for a year 
or two experiments were tried 
with local advertising, tied in 
with large and rather cumbersome 
window displays. There was also 
trade press advertising and some 
direct mail shots with specimen 
pack offers. The London even- 
ings were tried on a few occasions 
as well as colour in women’s 
magazines. 

The net result was that too 
many things were tried but none 
sufficiently hard due to cost. 
There was too much diversity of 
effort. 


Emphasis upon family 
This year the company’s 
adviser on publicity matters, 


C. H. W. Roles suggested they 
concentrate on point-of-sale 
material—omitting all other sales 
stimulants. He therefore sug 
gested the “family” motif in 
showcard, mobile and flashing 
sign. In addition, the “Airlite,” a 
mattress of particular internal 
design (and lately added to the 
range) had a new specially de- 
signed showcard. 

In collaboration with the 
Florence Studio and _ Rolfe, 
Maltby & Walton, printers, the 
point-of-sale pieces were pro- 
duced. The “Family” showcard 
(20 by 15 inches) was in four 
colours letterpress, mounted on 
board and varnished. The “Air- 
lite’ showcard was _ produced 
photo-offset in five colours and 


Aucust 2 


PACKAGING AND POINT-OF-SALE DISPLAY 


Showcards, mobiles and flashing signs, 
suggests our PACKAGING CORRESPONDENT, are ‘ 


effective ways of— 


Making the most of a 
limited ad budget 


The mobile which carries the 
showcard theme. 


double varnished. It was decided 
that photo-offset reproduction 
was the better treatment for the 
mobile and the same colour 
scheme as the showcard was 
achieved by this process. The 
flashing sign was made to carry 
the name of the branded range, 
trade mark and the theme “For 
all the family” in yellow on 
black. 

These four items were packaged 
together and distributed by the 
representatives of the company 
and have proved highly success- 
ful with the trade. In associa- 


Two of the point-of-sale pieces now being used with good results by 
Warwick Upholstery Co., Ltd. A flashing sign is also playing its part. 


tion with a limited number of 
hardboard display panels carry- 
ing the branded name of the pro- 
duct silk screened on both sides 
(using gloss cellulose paints), 
they made an effective window 
appeal. A cheap throw-away 
leaflet was specially prepared for 
simultaneous distribution and 
there was a catalogue in existence, 
the cost of which came out of 
the previous year’s appropriation. 
This concentration upon point- 
of-sale material paid off very well 
both as to sales, quality of design, 
presentation and economy. 


Appeal to young 


THeiR MICKEY Mouse tooth- 
brush stand pack exemplifies the 
way in which Addis Limited of 
Hertford (the firm which 
marketed the first toothbrush in 
1780) promote interest in tooth- 
brushes among the younger 
generation. 

The stand is in the form of a 
three - dimensional, washable, 
Mickey Mouse figure. Made of 
injection-moulded polystyrene and 
coloured red, white and black, the 
figure holds a toothbrush in a gap 
between its chest and clasped 
hands. 

This lively novelty, despite its 
irregular shape, is_ effectively 
retained and displayed in a carton 
with a “lift-off” “window” lid. 
The window is made of “Cello- 
phane” cellulose film and the 
remaining part of the lid is white 
in colour, printed overall with 
cherry and candy-stripes. 


Covered with print 


The die-cut lid and base of the 
carton are erected by folding 
and secured by box-stitching. 
When the carton is assembled, 
the walls of the base-section are 
completely covered by the printed 
lid. Another die-cut piece of 
card, with its sides folded 
inwards, stands in the base-sec- 
tion. This insert has a cut-out 
slot into which the pedestal of 
the figure fits, securing it in an 
upright position. 

For counter display the carton 
is stood on its end so that it 
resembles a “Punch and Judy” 
booth. The Mickey Mouse is 
displayed to advantage through 
the film window, which not only 
allows it to be seen, but also 
ensures that it is hygienically 
protected against dirt and 
handling. 


An attractive container for a 
child’s toothbrush. 


The carton was designed by 
Addis Ltd.’s art department and 
produced by Printed Products 
(Cartons) Ltd., Hoddesdon, Herts. 
The cellulose film was supplied 
by British Cellophane Limited. 


Multi-purpose 
U.S. package 


A COMBINED package and 
point-of-sale device which 
makes the utmost hard-selling 
use of every fraction of an inch 
of the material has been 
brought out in the United 
States by the Schenley Dis- 
tillers Co. 

The company have described 
the development as “the greatest 
packaging advance in genera- 
tions” and styled it the “Adver- 
Case.” Patent applications have 
already been filed both in the 
US and abroad to cover its mani- 
fold features. 

The basic idea is to make full 
use of the packing container for 
that specific purpose and then, 
instead of throwing it into the 
dustbin when it is emptied, to 
make double use of its parts. 

Accordingly, the container has 


@ Continued on page 26 
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DISPLAY CRAFT 


LoNnoDoON 


_ DISPLAY CRAFT {TD., 


Supply the BUG names with Sales Aids 


88, ACRE LANE, LONDON, $.W.2 Tel. BRI 7871-4 
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For extra business, extra profits 


Look to the Daily Mirror!—the daily paper 
with the busiest reader traffic of them all. 
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These famous products 


are being advertised in 


the DAILY MIRROR 
week beginning Aug. 27th 


* 12,789,000 readers of the 
Daily Mirror will see these 
advertisements. THAT’S 
ONE IN THREE OF ALL 
SHOPPERS 


% 1.1.P.A. Readership Survey. 


And the cost? Based on A.B.C. 
Fan.-Fune 1956, average daily net sale 
of 4,649,696, it’s the lowest inch per 
1,000 rate of all national dailtes ! 
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moves goods nationally, regionally, LOCALLY 
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Our clients include : 


HOOVER (WASHING 
MACHINES) LTD. 
SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
co. LTD. 


ALEXANDER DUCKHAM & 
co. LTD. 


INTERNATIONAL 

R (GREAT 

BRITAIN) LTD. 

MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


ESSO PETROLEUM 
co. LTD. 


ROTARY HOES LTD. 
J. E. SHAY LTD. 
NATIONAL BENZOLE 
co. LTD. 


REGENT OIL CO. LTD. © 


LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co. LTD. 


LYONS & CO. LTD. 
THE BRITISH LEGION 
PEPSI-COLA LTD. 
HELENA RUBENSTEIN 
LTD. 


I 
associated | @\|/ @} transfers ltd 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


it’s quicker — 
more brilliant — 
longer lasting 


Our umique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 

HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 

include nameplates, operating 

instructions, diagrams, warn- 

ing notices, etc. 


BRILLIANT POINT-OF- 
SALE TRANSFERS 
are the most effective method 
of window advertising. 
DESIGNS 
Our process with the use of 
brilliant colours ensures per- 
fect reproduction of the most 
intricate designs. 
EASY TO USE 
No special skill is required for 
application. 
Solve your marketing and sales 
problems— 


Write or ring today: 


TRADE MARKS * WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS - VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS * CALIBRATIONS 
WIRING DIAGRAMS - WARNINGS - NOTICES, ETC. 
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A container that has 
manifold applications 


A number of ways 
in which the “Ad- 
verCase” can be 
used in point-of- 
sale displays ‘can 
be seen here. 


been designed and engineered su 
that it provides retail stores and 
public houses with display 
material when they need it. 

A white carton, shaped exactly 
like any ordinary shipping case, 
has an inside liner, top and 
bottom pads and separators and 
is opened by stripping the top. 

Inside, every available inch 
of surface is printed or litho- 
graphed with full-colour dis- 
play material. By folding 
back the top covers, display 
items can be pulled out with 
the elan of a magician drawing 
surprises from a silk hat—and 
the process continues until the 

“AdverCase” has vanished. 

For instance, the top and 
bottom become signs for window 
and counter displays, standing on 
their own self-contained easels. 
The separators can be used to 
make mass stackings after a series 
of perforated holes have been 
punched. These stackings all 
have self-contained _ theft-proof 
locking devices. The sales assis- 
tant can stack from three to 20 
bottles in a wide variety of 
shapes. 

The case liner has several uses. 
By making eight cuts on dotted, 
pre-perforated cutting lines the 
salesman can create five different 
point-of-sale displays. 

Finally, the carton _ itself 
becomes a huge banner display, 
once its side tape has been cut 
and the flaps removed for adver- 
tising counter cards. 

Further, the “AdverCase” 
specially designed for taverns 
has liners fashioned as a com- 
plete draughtboard set that can 
be cut out—as well as a quoit 
game. 

All this, along with a new 
bottle style. represents part of 
the multi-million dollar advertis- 
ing campaign which the Schenley 
organisation are spending during 
the course of the next three years 
in a bid te establish their 
“Reserve” brand in the first place 
of the blended whiskey market. 


Ads 


What the “AdverCase” looks like 
when the container is taken apart 
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BISCUITS & SAVOURY CHEESE SPREAD 


A complete snack is contained in 

this Diophane pack made for 

R. W. Redfern Ltd. by Clearpack 

Ltd., a subsidiary of Transparent 
Paper Ltd. 
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Although small, this Latin American 
republic is of importance to 


British exporters 


Background data to the 
Uruguayan market 


Uruguay—Portrait of a Democracy, by 
Russell H. itzgibbon, published by 
George Allen and Unwin, price 25s 

HIS is a book which must 

claim the attention of any- 
one engaged in the task of 
selling goods and services to 
Uruguay. The country is small 

-but it is a market that those 
in the United Kingdom would 
be foolish to overlook. It is 
safe to say that it will be a long 
time before a_ better book 
about the subject comes into 
the bookshops. 

A teacher of political science 
at the University of California, 
the author has carried out re- 
search in 15 of the 20 Latin- 


American countries. He is thus 
well qualified to present this 
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the final 
TEST 


of a trade and technical paper's 
worth to agents and advertisers is 
obvious. Just as obvious is the 
choice of THE PLUMBER & JOUR- 
NAL OF HEATING for any scheme 
aimed at. the plumbing, heating and 
sanitary engineering trades. Speci- 
men copy and advertisement rates 
will tell their own story. Please ask 
for them from 


THE PLUMBER 
& JOURNAL OF HEATING 


32 Finsbury Square, London, E.C.2 
MONarch 1541 


SPEEDY SERVICE 
DEXPRESS 4 
DELIVERY 


HENDON 
BILL POSTING 


COMPANY 


37 SPRING STREET W.2. 


up-to-date, authoritative and 
informal survey. ei. 
Detailed information is given 
about Uruguay's politics, educa- 
tion, economics, journalism, re- 
creation, literature, music and 
painting, while a _ chapter 
describes the influence of the 
press. The author points out that 
the newspapers are firstly political 
and secondly, commercial, reflect- 
ing the democratic tradition pre- 
vailing in Uruguay—which 1s a 
nation of newspaper readers. The 
medium—both vernacular and 
foreign—is covered in detail 
with particular reference to the 
capital, Montevideo, where the 


reading public is larger than the | 


population, due to the fact that 
many people read three or four 
papers daily. 


Facts about press 


Detailed consideration is given 
to press advertising with emphasis 
on the general layout. A list of 
lottery winners is usually to be 
found on the front page, and 
there is a huge amount of space 
devoted to classified advertising. 
Great prominence is given to all 
sports. 

In the capital the estimated 
circulation of Spanish-language 
papers is approximately 413,500. 
Some of the smaller papers, we 
are told, are maintained by party 
funds and are entirely political, 
carrying only an_ insignificant 
amount of advertising but “Jn 
addition to a common denomina- 
tor of political-mindedness, the 
majority of Montevideo papers 
share certain other characteristics 
They are, with few exceptions, 
democratic, internationally con- 
scious, pro-United States, and 
sports-minded. Uruguayans take 
their politics seriously and enthu- 
siastically and they like their 
papers to express a_ vigorous 
partisanship.” 

The author has also given a lot 
of time to the study of the 
influence of radio. He discloses 
that there is about 300,000 receiv- 
ing sets in the country and 
because of the common habit of 
group listening in bars “the 
advertising value of the radio has 
hence become obvious” and the 
stations in the interior are re- 
garded as considerably more 
influential than local newspapers 
in formulating public opinion. 

This book, however, has not 
been very well served by the 
illustrations.—z, s. j 
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Me design and make! 


@ DISPLAY UNITS 
@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


WE ARE VA 
THE ACTUAL 
MANUFACTURERS 


Designed by 
CHAS. F. HIGHAM LTO. 


Our experience of sales and practical advice js readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


LIMITED 


Telephone: Barnet 3222 


MOREY (BARNET) 


BARNET, HERTS. 


FOR ALL THE YEAR ROUND 
Goodwill 


. 
e. 


STEPHENSON & WILSON 


LOUVIC WORKS, GARDEN STREET, SHEFFIELD, |. 


SPECIALISTS in PENKNIVES for GOODWILL ADVERTISING 
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LARGE scale home and 
Overseas publicity cam- 
paign to promote Britain’s 
eighth Gifts and Fancy Goods 
Fair to be held at Blackpool 
next February (4th-8th) is 
under way. The chairman of 
the fair, Elkan Simons, in- 
forms me that personal invita- 
tions to visit the event are 
being sent to over 5,000 over- 
seas buyers in nearly every 
country, and many of the 
thousand exhibitors will be in- 
viting additional buyers. 

A thousand colourful posters 
and 25,000 leaflets are being sent 
abroad for display by British 
trade officers, Chambers of Com- 
merce and British business or- 
ganisations. This is additional to 
the advertising in British and 
oversea trade journals. At home, 
posters and leaflets will be dis- 
played in the London trade offices 
and Consular offices of oversea 
countries, and’ 75,000 leaflets will 
be sent to British buyers with in- 
vitations to visit the fair. 

During the event, British 
Railways will run a “Gifts and 
Fancy Goods Special” from 
London to Blackpool daily, and 
the organisers are hoping to 
arrange special daily flights 
between London and Blackpool. 
Blackpool Corporation and the 
proprietors of the Winter 
Gardens are providing special 
facilities for accommodation 
and transport and arranging 
entertainment for visitors. 

A special daily newspaper for 
exhibitors and buyers will be 
printed in Blackpool while the 
show is on. In case you are in 
any doubt as to the importance 
of it all to Britain’s export trade, 
let me tell you that over £5 
million was received last year 
from exports of fine china—just 
one of the many items covered 
by the exhibition which is to 
feature goods ranging from um- 
brellas and mechanical clocks to 
pipes and earthenware, and in- 
cludes such names of fame as 


THE EXHIBITION WORLD 
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Reviewing the forthcoming trade and industry 
shows our EXHIBITIONS CORRESPONDENT 


concludes that— 


Gifts and fancy goods are 
to get the ‘full treatment’ 


Ronson and Wedgwood. Some 
4,000 people will staff the stands. 
. * 7 

A NATION wide search to find 
Britain’s Champion Country 
Cook started last week (August 
14-20). Run in conjunction with 
the National Poultry Show by 
Farmer and Stock-Breeder, one of 
the journals organising the event, 
the contest is open to all women 
who live on or by the land. 

In the first stage competitors 
are asked to make a Victoria 
sponge sandwich from a given 
recipe. A dozen finalists will 
then be chosen and invited to 
come to London for the cham- 
pionship which will be held at 
the National Poultry Show at 
Olympia (December 5-7). When 
they arrive, each finalist will be 
asked to prepare—before judges 
and in view of the public—a two 
course dinner for four. They will 
be allowed to choose their own 
menu, the ingredients for which 
must not exceed 25s. 


Treating the finalists 


All 12 finalists will have their 
travelling and hotel expenses 
paid, will be taken to a theatre 
and invited also to attend the 
annual National Poultry Show 
dinner—there is no need to guess 
what will be on the menu! The 
winner will receive a cash award 


nS, eet a ae oe ol 


Interior of the stand organised by Thomas De La Rue & Co., Ltd., 


at the Royal Show, 


Moor Town, Newcastle-upon-Tyne. 


Formica, 


manufactured within 10 miles of the show ground, was the main 
exhibit. Designed by Charles Munro, the stand was fabricated by 
A. S. Worth & Co., Ltd. 


of £50 with cash prizes also for 
the runners-up. 
* * . 


THe BIRMINGHAM Exchange 
and Engineering Centre, Britain’s 
only permanent engineering 
exhibition, will exhibit at the 
forthcoming Vienna Trade Fair 
from September 9-16. 

The centre has been allocated 
space adjacent to the official 
Board of Trade inquiry stand in 
the British Pavilion. All 
engineering and technical 
inquiries received at the official 
stand will be handled by the 
Engineering Centre—which will 
provide information on sources 
of supply of British engineering 
products and, where necessary, 
arrange direct contact between 
inquirer and manufacturers. 

a * 7 


THE THIRD international Auto- 
mation Exposition is being held 
in New York, November 26-30. 
The novelty is that alongside the 
main exhibition of equipment, 
100 Jectures with demonstrations 
based on actual exhibits will be 
held. 

. [ . 


THE INSTRUMENTS, Electronics 
& Automation Exhibition to be 
held at Olympia, next year (May 
7-17) is the first under this title, 
but in fact is sponsored by the 
same five trade associations 
which ran the successful Instru- 
ments Industries Exhibitions in 
1951, 1953. and 1955. The 
changed scope of the exhibition 
has been brought about because 
although the sponsors thought it 
desirable to have a regular elec- 
tronics exhibition they also 
thought it inadvisable to intro- 
duce another new exhibition— 
hence electronics and automation 
have been added to the former 
Instruments Industries Exhibition. 
The Scientific Instrument Exhi- 
bition which was to be held at 
the Old Horticultural Hall, 
London, from October 9-11 this 
year, has, therefore, been can- 
celled and integrated in this new 
exhibition. 

The exhibition is being organ- 
ised on behalf of the sponsors by 
a newly formed exhibition com- 
pany, Industrial Exhibitions Ltd., 
headed by T. Rees, until fecently 
deputy to Kenneth Horne, man- 
aging director of British Indus- 
tries Fair Ltd. In addition to the 


@ Continued on page 30 


Forthcoming Home 
Events (to Sept. 26) ; 


eee ee Ee 


Aug. 18-Sept. 1, Bristol Ideal 
Homes & Trades _ Exhibition, 
Victoria Rooms, Bristol ; Aug. 18- 
Sept. 1, Great Yorkshire Ideal 
Home & Industries Exhibition, 
Woodhouse Moor, Leeds; Aug. 
22-Sept. 1, National Radio & Tele- 
vision Exhibition, Earls Court, 
London; Aug. 22-Sept. 1, “Model 
Engineer” Exhibition, New Horti- 
cultural Hall, London; Aug. 28- 
Sept. 8, Hulton’s Boys’ & Girls’ 
Exhibition, Olympia, London: 
Aug. 28-Sept. 15, British Food 
Fair, Olympia, London ; Aug. 29- 
Sept. 15, Ulster’s Own Ideal Home 
Exhibition, King’s Hall, Belfast ; 
Sept. 4-9, SBAC Flying Display 
& Exhibition, Fiying Ground, 
Farnborough; Sept. 5-15, Bath 
Ideal Home Exhibition, Pavilion, 
Bath ; Sept. 5-15, East Midlands 
& Leicester Home Life Exhibi- 
tion, Granby Halls, Leicester ; 
Sept. 5-15, Worthing New Homes 
& Trades Exhibition, Assembly 
Hall, Worthing ; Sept. 6-21, Inter- 
national Handicraft, Homecraft 
& Hobbies Exhibition, Olympia. 
London; Sept. 10-13, National 
Pharmacy Exhibition, Victoria 
Halls, London; Sept. , 10-15, 
Northern Antique Dealers’ Fair, 
Royal Hall, Harrogate ; Sept. 11- 
22, Leeds Modern Homes Exhibi- 
tion, Drill Hall, Leeds; Sept. 12- 
19, Building Plant Exhibition, 
Gosforth Park Racecourse, New- 
castle ; Sept. 12-22, Sussex Indus- 
tries Exhibition & Trade Fair, 
Corn Exchange, Brighton ; Sept. 
18-21, Exhibition of Street Light- 
ing Equipment and Apparatus, 
Empress Ballroom, Blackpoo! ; 
Sept. 19-21, Great Autumn Show, 
Olympia, London; Sept. 19- 
Oct. 1, Dundee’s Own Exhibition, 
Caird Halls, Dundee ; Sept. 20-27, 
International Watch & Jewellery 
Fair, Royal Albert Hall, London - 
Sept. 21-29, International Com- 
mercial Motor Transport Exhibi- 
tion, Earls Court, London: 
Sept. 25-27, National Association 
of Outfitters’ Convention & Ex- 
hibition, Valley Gardens, Harro- 
gate; Sept. 25-28, Business 
Efficiency Exhibition, St. Mary's 
Road Drill Hall, Southampton ; 
Sept. 26-Oct. 6, Guildford New 
Homes & Trades Exhibition, By- 
Pass, Guildford. 
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LONDON AIRPORT 
Cowling Signs are seen — everywhere 


BS -------5 
THE COWLING ! | | 
GUARANTEE 


Every Cowling sign 
plate is guaranteed 


The signs that are made 
to sell first and LAST 


FADING 

CHALKING 
DISCOLOURATION or 
DETERIORATION . 


Unless caused by 
* mechanical damage J London, S.E.7. Telephone : Greenwich 0051/2/3 


. L. Cowling (Chariton) Led. 
Armstrong Gardens, Woolwich Road, 
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exhibition there will be a con- 
tinuous programme of confer- 
ences, lectures and meetings. 
o . 7 

AT THIS year’s British Food 
Fair there is an unprecedented 
oversea representation. Apart 
from Commonwealth, European, 
and Iron Curtain countries, the 
USA will be exhibiting for the 
first time. Stand space has been 
increased from 82,000 to more 


than 100,000 square feet. One 
feature of the event will be the 
exhibit of H. Mudd & Son Ltd., 
Grimsby, who are showing what 
is claimed to be the most varied 


ook ee OS 
Owens-[iutnois 


A complete line of 
jars a closures 
for the packaging 
of pickles was dis- 
played by Owens- 
Illinois Glass Com- 
pany, Toledo, at 
the Pickle Fair 
which was held in 
Chicago in con- 
junction with the 
annual meeting of 
the National Pickle 
Packers’ _Associa- 
tion. One of the 
features of the ex- 
hibit was a game 
in which pickle 
packers were asked 
to guess the num- 
ber of pickles con- 
tained in the five 
gallon glass bucket. 


30 


Food Fair will have big 


foreign representation 


selection of quick frozen fish ever 

produced by one company and 

including new lines in packaging 

and presentation not previously 

seen in this, or any other country. 
+ * 

I was interested to hear of the 
Festival of Women, which is to 
be held at Wembley for three 
weeks from May 23 next year. 
This event is to be organised by 
Fairs and Festivals Ltd.. under 
the sponsorship of the Women’s 
Organisations Committee for 
Economic Information (which 
advises government departments 
about the dissemination amo 
women of a better knowledge of 
economic affairs). 

The official information is that 
the festival buildings will spread 
over 14 acres of land at Wembley 
and will include the Empire Pool 
Building. 

The theme of the exhibition, 
“The Importance to Our National 
Economy of Women at Work.” 
will be set by a number of official 
and semi-official exhibits. The 
rest of the festival will be devoted 
to commercial exhibits which will 
be grouped into sections. 

These will include the “Court 
of Fashion,” “20th Century 
Homemaking,” “The Woman 
Beautiful,” “Leisure Interests” 
and many others, such as a 
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contemporary shopping arcade. 
There will be a number of out- 
Standing features, some of which 
will be sponsored by national 
publications and newspapers. 

In the lake area special attrac- 
tions will be staged between 
9 pm and 10 pm after the rest 
of the show has closed. There 
has been a very heavy response 
to the first approach to industry 
to take space in this unique 
event. 

Fairs and Festivals Ltd. was 
specially formed to organise the 
Festival of Women as a result of 
an invitation from the sponsoring 
committee to Miss Thirza West. 
who is one of the directors. Miss 
West has had a wide experience 
in exhibition and publicity work 
in this country and abroad. Many 
people will remember her activ:- 
ties in the field of fashion 
publicity. 

* * oe 

At THE Grimsby Centenary 
Fish Exhibition (September | to 
8) Transparent Paper Ltd. wil! 
have an impressive display of 
Diphane and Diolam films which 
are being increasingly used for 
fish trade wrapping. 

- * 7 


AN IMPRESSIVE list of requests 
(125 in all), received at the 
Poznan Trade Fair for informa- 
tion about British products from 
a large number of Polish tech- 
nicians and professors of tech- 
nical institutes, has been circu- 
lated .by the Export Services 
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Women in 
Advertising 

Guest Editor 
Margaret Havinden 


Iris Ashley Advertising and the average woman 


Madeleine Miller 
Mary Gowing 80% of the world’s buying 


Cut out and post today 


Ian Harvey 
René Elvin 


Please enter my subscription 
for the next four issues to 
Advertising Review Quarterly 
at £1 post free. 
(Single copy 5/6) 

Name 


Firm 


Cheque/P.O. enclosed. 


Male and Female 


David Ogilvy : a profile 
The Observer 


Lt.-Col. Alan M. Wilkinson 
Agency Profile 


Notley Advertising Ltd. 


No / now out 


Reflection on the 4 A's Convention 


Pictorial review of World advertising in “ First Flight ” 
Milner Gray on Package Designing 

Hans Schleger picks classics of the ’90s 
International Advertising : Yugoslavia. 


Advertising Review ovsrrer.r 


New Address: 42 Russell Square, London, W.C.1. 
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Exhibition 
wo rld —continued 


Branch of The Board of Trade. 
The Board has pointed out that 
probably no immediate com- 
mercial returns will be forthcom- 
ing. Nevertheless, the Commercial 
Department of the _ British 
Embassy in Warsaw consider that 
it would be worthwhile for 
United Kingdom firms to supply 
literature, even regularly, since 
students in training will thus 
become familiar with our equip- 
ment and will tend to consider 
using it when they later take up 
posts in industry. 


This is a point that cannot be 
stressed too strongly to any 
exhibitor, whether at home or 
overseas. A little time spent 
explaining a machine or pro- 
duct to an inquiring youngster 
impresses on his mind a respect 
for your firm and its products 
that will probably bring valu- 
able returns a few years hence. 


* * * 


THe CoMMERCIAL Motor Show, 
organised biennially by the 
Society of Motor Manufacturers 
and Traders, will this year be the 
largest since the start of the series 
in 1907, at Olympia, London. It 
will occupy 275,000 square feet, 
the greatest display area of any 
show ever organised by the 
society. 


There will be over 440 stands 
and in the vehicle section alone 
nearly 40 manufacturers of goods 
and passenger-carrying vehicles 
wil be represented. Although 
Britain will claim the lion’s share 
among them, other countries 
showing their vehicles will include 
Sweden, the USA, Holland, 
Czechoslovakia and Germany. 
Enormous lorries, small delivery 
vans, buses, and a host of 
special vehicles will be on dis- 
play, many specially designed for 
conditions abroad. 


British in lead 

A New York columnist states 
that portable television sets with 
nine inch and 12 inch tubes on 
show at the National Radio Show 
(which opened on Wednesday) 
are in advance of anything on the 
American market. He claims 
that in the US, unlike in Britain, 
there is no portable set capable 
of operating off a battery. 

Another major development at 
this year’s show is the appearance 
of transistors in receivers avail- 
able to the public. There are one 
or two all-transistor portables on 
show and a larger number of 
hybrid portables which combine 
conventional valves to keep down 
price, while obtaining economy in 
battery consumption from the 
more costly transistors. 


A new type of battery-operated 
gramophone combines a battery 
driven, seven inch, long-playing 
record player and a transistor 
amplifier. It is said to give 1,500 
playings using only four U2 cells. 


Overseas Events | 
(to Sept. 20) 


me ae ee ee ee ee ee ee ee 


Sept. 1-6; International Leather 
Goods (Autumn) Fair, Offen- 
bach, Germany; Sept. 1-9, 


International Foundry Exhibition | 


& Trade Fair, Dusseldorf, 
Germany; Sept. 1-16, St. Erik's 
Fair, Stockholm, Sweden; Sept. 
1-16, European Fair, Strasbourg, 
France ; Sept. 1-23, International 
Police Exhibition, Essen, Ger- 
many; Sept. 1-30, /nternational 
Fair, Damascus, Syria ; Sept. 2-6, 
International Autumn Fair, 
Frankfurt, Germany; Sept. 2-9, 
International Autumn Fair, Leip- 
zig, Germany ; Sept. 2-21, Inter- 
national Fair, Plovdiv, Bulgaria ; 
Sept. 2-23, International Fair, 
Salonika, Greece; Sept. 3-11, 
Office Equipment Exhibition 
(B.U.F.A.), Zurich, Switzerland ; 
Sept. 5-8, Agricultural Show, 
Salisbury, Rhodesia; Sept. 5-15, 
Radio & Television Exhibition, 
Paris, France; Sept. 6-16, 
National Methane Exhibition, 
Piacenza, italy; Sept. 6-16, 
International Timepiece Exhibi- 
tion, Besancon, France; Sept. 
7-9, Autumn Fair (H’ hold Goods 
& H’ware), Cologne, Germany ; 
Sept. 7-16, International Dairy 
Cattle & National Agricultural 
Fair, Cremona, Italy ; Sept. 7-18, 
International Fair, Zagreb, Yugo- 
slavia; Sept. 7-23, Hotel & 
Tourism Exhibition, Oslo, Nor- 
way ; Sept. 8-9, Textile & Cloth- 
ing Fair, Hamburg, Germany ; 
Sept. 8-15, International Packing 
& Transport Exhibition, Zurich, 
Switzerland; Sept. 8-23, Swiss 
National Autumn Fair, Lausanne, 
Switzerland ; Sept. 8-23, Interna- 


tional Fair, Ghent, Belgium ; 
Sept. 8-26, International Lavant 
Fair, Bari, Italy; Sept. 8-30. 


Engineering Exhibition, Brno, 
Prague ; Sept. 9-14, International 
Leather Exhibition, Paris, 
France; Sept. 9-16, Agricultural 
Show, Hanover, Germany ; Sept. 
9-16, International Autumn Trade 
Fair, Vienna, Austria; Sept. 10- 
19, National Radio & Television 
Exhibition, Milan, Italy; Sept. 
11-20, International Autumn Fair, 
Utrecht, Holland; Sept. 15-22, 
International Scientific  Instru- 
ments Exhibition, Stockholm, 
Sweden; Sept. 15-23, Interna- 
tional Autumn Agricultural & 
Industrial Fair, Novi Sad, Yugo- 
slavia; Sept. 15-30, German 
Industries Exhibition, _ Berlin, 
Germany; Sept. 15-30. Interna- 
tional Samples Fair, Bolzano, 
Italy ; Sept. 15-30, International 
Trade Fair, Mons, Belgium; 
Sept. 15-Oct. 1, International 
Fair, Marseilles, Franee; Sept. 


16-18, Autumn Fair (Textiles & | 


Clothing), Cologne, Germany ; 
Sept. 17-21, International Instru- 
ment Automation Conf. & Exbn., 
New York, USA; Sept. 19-24, 
International Book Fair, Frank- 
furt, Germany; Sept. 20-24, 
Motion Picture Industry's Inter- 
national Trade Show, New York, 
USA; Sept. 20-29, Royal Mel- 
bourne Show, Melbourne, Aus- 
tralia. 


Since Beau Nash and his 
associates made Bath a centre 
of fashion and opulence, it has 
never looked back. But today 
it is more than a flourishing 
Spa. The growth of many 
industries and the coming of the 


Admiralty have brought a popu- | 


lation of all classes and incomes 
to Bath and its adjacent country 
districts, making it one of the 
most prosperous areas in Britain 
today. 


And the area is easily reached. 
The Bath Chronicle with a 
nightly circulation of 14 copies 
for every house in the city—as 
well as a big circulation in West 
Wilts. and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and 
Keynsham—gives you positive 
blanket coverage for only 10/- 
per s.c.i. 


It deserves its place on any 


schedule intended to cover the 


West. 


You can’t cover the West | 


properly without the 


| Chronicle & HeRALO 


ESTABLISHED I TEF 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN WILT- 
SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H. 
Roberts, 134 Fleet Street, London, E.C.4, 
Arnold Ellis, Cromford House, Market 


Street, Manchester, 4, or Head O, 
Westgate Street Bath. 


' 


fice, 33, | 
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FINAL TEST 
for all campaigns is obviously one 
of results. 

Let the Home Counties News- 
papers Group help you to make the 
best of your appropriation in this 
Herts. 


prosperous area of Beds., 
and Bucks. 


GET THE FACTS TO-DAY FROM 
WILL KITCHEN jor. LTD. 


HOME COUNTIES 
VEWSPAPERS GROUP 


A.B.C. Net Sales Jan. june 140,285 


PER / 
S$, COL - FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, jar. LTD. 


131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON. Phone 5050 


Adver Manager; C. W. Gilder 


The worth while Triple Alliance! 
NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly) 


EFFICIENT RETAILING 


(monthly) 


SWEETS and TOBACCO 
RETAILING 


(monthly) 
Net sale circulation of Each 
over 20,000 
. 

Send for rate cards to: 
Advertisement M. » 
NATIONAL NEWSAGENT 

149, Fleet Street, 


E.C.4 
Tel. : CiTy 2604 
(5 lines) ps oo we 


-NUTOTYPE oe 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
| Brownlow Rd., London, W.13. Ealing 2691 
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RIPLEY - PRESTON & CO. LTD 


NOTICE | 


N Ist January, 1956, the i 
Provincial Companies in the i 
Ripley, Preston & Co. Ltd. group ( 
ceased trading in their own names. 
They continue now as Branches of r 
the Parent. Company without any I 
change in addresses, staff or services H 
provided. The affairs of the Pro- H 
vincial Companies have now been 
concluded; all creditors have been 
paid in full and each of the Pro- 
vincial Companies has been put into 
Voluntary Liquidation. i 


Ripley, Preston & Co. Ltd. con- 
tinues to operate as hitherto from 
the head office at Ludgate House, 
107-111 Fleet Street, London, E.C.4, } 
with branch offices at Birmingham, | 
Manchester, Sheffield, Bristol, i 


Leicester and Bournemouth. 


1926 
Thirty years 


1956 


of progress 


RIPLEY - PRESTON 


& COMPANY LTD 


Registered Practitioners in Advertising 
Ludgate House 


107-111 Fleet St.. London, E.C.4 i 


Telephone: FLEET STREET 0931 i 
(10 lines) 


Aucust 24, 1956 


REVIEW OF NEW FILM PRODUCTIONS 


A promotion for coke that 
blows hot and cold 


ELLING coke is no doubt 
a fairly prosaic occupa- 
tion, and on that score nobody 
objects to the Gas Council 
wandering into the land of 
puppets and fairy tales in order 
to “cook up” another coke 
story. 

The result is a 20-minute East- 
mancolor film, “New King 
Coke,” which is a rather strange 
confection. Transported as we are 
in the beginning to the kingdom of 
old King Wenceslaus and Willy 
the royal woodcutter (whose dis- 
covery that charcoal gives out 
more effective and smokeless heat 
than wood, receives a frigid 
reception from the royal house- 


hold), leaves us saying “Well, 
children will love this.” But, at 
that point, the Gas Council 


assumes its nationalised responsi- 
bilities and wafts us to the dreary 
20th century and a sleep provok- 
ing sermon on the blessings of 
coke, leaving us saying, “Well, the 
children will hate this. Of course, 
it was never intended for them 
anyway.” 

That is the dilemma of this film 
about coke. The beginning and 
the end have the stamp of Bob 
Pelham’s puppet ingenuity and 
the considerable production skill 
of Film Workshop Ltd. But it 
lacks the wit in commentary to 
make the conception palatable to 
adults, while the middle portion 
is too much like a dose of 
medicine sandwiched into a 
cream puff. 

. * . 

THERE IS no sugar on the pill 
of the World Health Organisa- 
tion’s 17-minute cartoon film, “To 
Your Health,” produced by Halas 
& Batchelor Cartoon Films Ltd, 
The theme is alcohol and the 
road to ruin. Alcoholism has 
become a major social problem 
in the West and to combat it 
before its victims have tasted the 
last dregs of degradation, is a 
delicate assignment. 


It is not easy to pin-point why 
this film so successfully gives a 
non-didactic warning. Probably, 
it has something to do with the 
fact that the animated medium 
makes the central character a 
symbol of the temptations created 
by social custom plus the com- 
pulsive power of addiction. 

. * * 

THe Pyrene Co., famous for 
their fire fighting appliances, have 
sponsored a useful instructional 
film on how to take action in 
“The First Few ” of a 
fire outbreak. 


Needless to say, the film pro- 


By PAUL NUGAT 


The second film in the “Britan- 


nia Over . " series for the 
Bristol Aeroplane Company has 
now been completed by Rank 
Screen Services. Using a tra 
velogue technique, the series re- 
cords demonstration visits of 
Britain's famous turboprop air- 
liner to foreign parts. First came 
“Britannia Over Africa’; now 
“Britannia Over Europe” is avail- 
able for release. 

This 16 mm. - Kodachrome 
film, lasting 12 minutes, tells the 
story of the demonstration tour 
to Northern Europe—London, 
Hamburg, Cologne, Stockholm, 
Copenhagen—made by the air- 
liner in April of this year. The 
production was handled by A. M 
Malin, west regional manager of 
Rank Screen Services. The script 
was written by Don Kelly (seen 
here beside the Britannia at 
Stockholm Airport), and the film: 
produced by Eric Hodges. 


vides a golden opportunity to dis- 
play and discuss a big part of the 
company’s range of equipment. 
It is never easy for firms to 
maintain the efficiency of their 
fire fighting squads. Training is 
bound to seem rather fruitless 
when year upon year goes by 
without a call to action. Pro- 
duced in Kodachrome by Techni- 
cal & Scientific Films Ltd., this 
piece of work gives just the fillip 
necessary to bring the teams up 
to date. 

‘The development of mechanical 
and chemical foam and other 
liquids involve new techniques in 
fire fighting and these are con- 
vincingly demonstrated ; it runs 
for 25 minutes. 

* * * 

A very attractive pocket-folder 
has recently been sent out by 
Mullard Ltd.. giving details of 
their films on various aspects of 
electronics. 
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Petting for Selling 


When discerning men buy shirts, appearance a 


doesn’t count for everything—comfort and non- 


t is ENGLAND 


Van Heusen 


shrinking qualities coupled with fine materials are 
equally important. 

Van Heusen shirts are good shirts with an inter- 
national reputation for style and quality. We 
think that the displays which we have designed 
and produced are worthy of them. 

Large quantities of these collapsible displays are 
being despatched by us to all parts of the Globe. 
For good design, superlative printing and keen 


»rices decide on Priestleys, the masters of display. 
I . ; 


MADE POR LASTING WEAR 


® PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 
TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: CEN 1941. AND AT CARDIFF AND CHELTENHAM. 


GLASGOW © CITy 5757 oumes) 


EDINBURGH | DUNDEE | LANARK | AYR | HUDDERSFIELD 


CORPORATION CORPORATION BUSES BUSES CORPORATION 


ABERDEEN * PAISLEY * HELENSBURGH x* RENFREW * DONCASTER 


SHEFFIELD ASHTON SWINDON SOUTHEND 
CORPORATION CORPORATION CORPORATION CORPORATION 


COWAN_ 175 St. Vincent Street, Glasgow, C.2 


AD-SERVICE LTD L. McCaig Cowan, Managing Director AND LONDON 
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A large store of goodwill exists in 
Holland for the British trader 


Per widkeayreah ae who must not forget that it is 


of the Dutch market and 
predominating readership 
in the Amsterdam area 


A complex market with 


AMSTERDAM 


HET PARGOL 


Holland’s leading independent national daily 


Subscribers: 


REST OF HOLLAND - 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 
FLEet Street 2811 


100,000 
50,000 


150,000 


YOUNG & FOGG RUBBERCO. LTD. 


Wimbledon, S.W.19. LIB 6281 (6 lines) 


“ CLASSIFIEDS ” 
PULL 


Advertiser’s 
Weekly 


Phone yours to 


WATERLOO 3388 
RIE mmm 


AL WATAN, 
Bahrein. 


Advice from Al Watan 
of Bahrein states that 
they will resume pub- 
lication on the 24th 
August, 1956. 

Will all firms affected 
by the paper’s suspen- 
sion please note this 
information. 


> 
Overseas Publicity & 
Service Agency Ltd., 


29, Oxford Street, W.1. 
GERrard 0737 


r 


high living standards 


By A SPECIAL CORRESPONDENT 


WHEN assessing the poten- 
tialities of a market, it is 
essential to take many varied 
and perhaps, conflicting, social 
and economic background fac- 
tors into account. This is par- 
ticularly necessary so far as the 
Dutch market is concerned, be- 
cause a British firm may well 
he misled by the apparent simi- 
larity and affinity between this 
economy and our own. 

In Holland, for instance, there 
exists a great emphasis on home 
life and the social habits of enter- 
taining, interest in furniture and 
furnishings which that implies 
It is also characteristic of Holland 
that an amazingly high proportion 
of the Dutch speak good English, 
regularly see British films, listen 
to the BBC, and read English 
books. It is even possible—al- 
though admittedly not usual—to 
see an advertisement in English. 


Well informed customers 


Because of this, the average 
Dutch citizen shows a lively 
interest in—and is very well- 
informed about—events in this 
country. As a consequence, the 
Rritish manufacturer will find an 
existing large store of goodwill 
and a ready willingness to buy 
British goods—but with the im- 
portant proviso—‘other things 
being equal.” 

No manofacturer can today 
afford to overlook this import- 
ant qualification in the compe- 
titive Dutch economy. It is, 
unfortunately, the reason why 
some British products have lost 
a former firm foothold in this 
market now that supplies of 
merchandise are freely avail- 
able from other European 
countries. 

Thus, the valuable initial ad- 
vantages which a British firm 
might seem to possess can easily 
be whittled away by the lack of 
an imaginative sales policy and 
the absence of servicing should 
the particular product warrant it. 
Such a stricture by no means 
applies only to the motor car 
industry. The right product at 
the right price will be of no avail 
in Holland without the appro- 
priate sales promotion. 

Although such a concept is 
difficult to calculate accurately, 
it is generally agreed that the 
standard of living in Holland is 
| lower compared with before the 
' war. The German occupation, 


FOGSUS Obl 
HOLLAND 


the war in Indonesia, and the 
rapid increase in population— 
these are some of the factors 
which have in many cases 
seriously diminished the standard 
of living since 1940. The housing 
shortage is particularly acute. 
But the standard is still high. 

To give some indication of the 
prosperity of the country, it may 
be worthwhile to recal! that in 
1953 two out of every 100 inhabi- 
tants owned a car, six possessed 
a telephone, and 22 had a wire- 
less set. This compares with the 
figures of six, 11 and 26 respec- 
tively for the same items in this 
country. ‘ 

Owing to these changed 
economic circumstances, whereas 
trade and agriculture were for- 
merly the twin pillars of the 
economy, for the past 10 years 
strenuous efforts have also been 
made to develop industry 
Within the free market of Bene- 
lux, Dutch wages lag behind 
those of Belgium, with the result 
that many firms have found it 
advantageous to set up factories 
in Holland. 


Improved payments position 

Despite the many difficulties 
which have confronted the Dutch 
since the war, their economy is 
now firmly on the upgrade—as 
witness the rapid improvement in 
the balance of payments figures 


over the past three years — an 
achievement that has confounded 
the experts. 


With the greater emphasis on 
industry than formerly, there is 
the parallel movement of popula- 
tion from the country to the 
towns. In fact, the population is 
highly concentrated in the three 
main towns—21 per cent of the 
total population live in Amster- 
dam, Rotterdam, and The Hague. 

Owing to the acute housing 
shortage, it is not at all unusual 
for someone living in Amsterdam 
to work at The Hague, or even 
Rotterdam and to travel to and 
fro daily. Such journeys are 
made possible by the fast, fre- 
quent train services to all parts 
of the country. 

While, in many respects, the 


@ Continued on page 35 
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Radio audiences 
in S. Rhodesia 


IN ORDER to obtain up-to-date 
information on radio listening in 
Southern Rhodesia—specifically 
for the purpose of evaluating the 
effectiveness of the Lourenco 
Marques commercial station— 
Franklin Research (Pty.) Ltd., 
carried out a survey last March. 
The yesults have recently been 
published in a brochure issued 
by Davenport & Meyer (Pty.) 
Ltd., commercial managers of 
the station. 

It was established that 28.6 per 
cent of the adults in Southern 
Rhodesia listen to Lourengo 
Marques on an average day—an 
increase of 29.3 per cent since 
1953. There was an increase of 
69.6 per cent in the listenership 
between the hours of 6 a.m. and 
noon. 

The survey draws attention to 
the fact that 94 per cent of the 
Southern Rhodesian population 
now have access to radio sets, 
and that since 1953 the national 
income has risen by 37.9 per 
cent. 

* * 

Market facts about Malta : Re- 
cently published by Malta Pub- 
licity Services Ltd., the Malta 
Directory & Trade Index (£1 1s.) 
for the first time provides a com- 
prehensive work of reference 
covering the many business 
houses, products and services 
which together make up the pat- 
tern of industry and commerce of 


‘Lucy’ for TV 


in Australia 


“xe t 
Lucille Ball and her husband, 
Desi Arnez, smile over the 
shoulders of Australian Glenn 
Stott as he signs the contract for 
Australian television trans- 
missions of “I Love Lucy.” It 
will be one of the first commer- 


cial television programmes in | 


that country. Mr. Stott is the 
managing director of the Sheaffer 
Pen Company of Australia which 
will sponsor the “Lucy” series 
when television begins there in 

the autumn. 


the archipelago. The book in- | 


cludes an alphabetical list of firms 
and proprietary goods.. Trade 
marks and brands are also listed. 


FOCUS ON HOLLAND —continued 


Dutch are a very homogeneous 
people, no intending exporter 
should fail to take into considera- 
tion the diversifying effect of 
religion. 

It always seems to come as a 
surprise to most people in this 
country when they learn that just 
over half the population of 
Holland is Roman Catholic. Be- 
fore the war Protestants were in 
the majority, but now the Roman 
Catholic section of the popula- 
tion is increasing at a greater rate 
than the remainder. 


Importance of religion 


Probably just because _ the 
population is so evenly balanced 
between two large religious 
groups, religion, even in commer- 
cial affairs, assumes an import- 
ance quite unknown in the United 
Kingdom. It is not at all unusual 
for a housewife to buy at a par- 
ticular shop chiefly because the 
religious convictions of the owner 
are in accordance with her own. 

The two predominantly Roman 
Catholic provinces of Holland 
are Noord-Brabant and Limburg 
in the south, with Gelderland in 
the north-east. 

Both the content and lay-out 
of advertisements should be 
carefully considered if they are 
to be distributed in these areas. 
It is particularly necessary to 
take into account the rather 
strict standpoint of this part of 
the population. Even the Dutch 


businessman in Amsterdam has, 
on occasions, discovered that 
advertisements prepared for 
that city were unacceptable to 
other parts of the country. 


Another aspect of Dutch social 
life which certainly differentiates 
it from our own is the position of 
women. It is still the custom for 
the Dutch woman to give up her 
job once she is married. Some 
retailers even consider this one of 
the reasons for their aggressive 
sales campaigns (i.c., the Dutch 
housewife has the time to shop, 
look around at leisure, and com- 
pare values, a pastime now denied 
many of her British counterparts). 
In time, this tradition of staying 
at home when married will almost 
assuredly break down—in fact, it 


is already showing signs of doing 


so in face of full employment 
and the shortage of accommoda- 
tion. To date, however, social 
convention still favours the stay- 
at-home wife. : 

Finally, mention should be 
made of an outstanding social 
phenomenon in the Dutch busi- 
ness world. Schemes for the co- 
operative marketing and distri- 
buting of farm produce are, of 
course, well known ; but the same 
willingness of competing business- 
men to co-operate for their 
mutual advantage can also be 
found between retailers and 
manufacturers, retailers and 
wholesalers, and retailers and re- 
tailers, 
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Their lifeline - your exports 
A valuable market within your grasp 
Vital foodstuffs, clothing and those little extra luxuries are 
important to the Dutch. Holland spends £ 94 million a year 


on trade with the U.K. to provide her families with a high 
standard of living 


Het Vrije Volk’s readers are families, 52%» with children 
under 16. Increase your sales in Holland through the family 
readership of Holland's largest national daily 


Het Vrije Volk 


Net Cire, = 
282,201 Subscribers 


14, Dover Street, London, W.1. Mayfair 8615 


He was holding forth on tennis technique. 
**My brain” said he,“ barks out a peremp- 
tory command to my body. ‘Run forward,’ 
it tells me, ‘at full speed, intercept the ball 
as it crosses the net, smash it hard out of 
your opponent’s reach. Then walk back at 
your leisure.’”’ 
“ And then what?” 
“ And then, my body says, ‘who—me?’” 


How often do we see genius frustrated by 
the limitations of the instrument and 
brilliant conceptions brought to nought 

by the shortcomings of equipment ? 
There is no excuse, today, for producing 
laboured, pedestrian layouts by out- 
dated, rule-of-thumb methods. The 
Grant has changed all that. On the 
Grant you can watch your ideas take 
on practical shape. It won't add wings 
to your feet, but it will eliminate weary 
effort from your visualising and enable 
you to get to grips with tasks at present 
out of your reach. And—it will give you 
years of efficient service. 


The Grant Production Co. Ltd., 

4 Rathbone Place, London, W.1 (Museum 
8717), 47 Cornwall Street, Birmingham, 3 
(Central 4131) and 7 Little Park Street, 
Coventry (Coventry 64978). 
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ONE IN A SERIES PRODUCED BY BOWATERS FOR THE BENEFIT OF THE YOUNGER MEMBERS OF THE PRINTING INDUSTRY 


Measuring instruments 
are tools of the trade 


This densitometer, here in the hands of machine minder John Farrow 
and apprentice Brian Handford, is being used to check the 
ink density of the first two colours of a four-colour offset job. 


“Printing today is becoming more and more a scientific 


industry,” says Mr. John Jarrold, Chairman of Jarrolds of 
Norwich, “and less of a craft based on tradition. 

Science implies measurement and the application of precise 
techniques — whether it is a matter of calipers of paper or 

the use of pH meters and densitometers. At Jarrolds, for 
example, we are making considerable use of the densitometer 
for colour masking in the preparation of our own four-colour 
offset plates. But it can help every printer by enabling 

him to measure correctly the density of ink on paper. 
Density is hard to judge by eye, even for a skilled operator ; 
commonly the ink film is too thin. Yet it is essential 

to maintain exact control of ink densities to achieve first 
class results in colour reproduction. This is only one 
example of the application of scientific methods 

to printing. My advice to the young printer is to lose 

no opportunity of gaining a broad scientific understanding 
and a familiarity with modern precision techniques.” 


The range of Bowaters’ roll-coated papers comprises 


COTINE, SUPER-COTINE, COTINEX, 
COTINEX T and LITHOCOTE 


They are made in various finishes to meet a range of needs, 
from inexpensive commercial! printing to full-colour 
reproduction work. These papers are in heavy demand and 
we are obliged to fulfil orders in strict rotation. 


Though he has five generations of printers’ blood in his veins, 
H. John Jarrold is no traditionalist. A scientist by training, 
he has devoted himself to the application of science to printing. 
His public appointments include the vice-Chairmanship of 
B.F.M.P’s Technical Committee and of the Lithographers’ 
Section—and he practises in his own business what he 
preaches in public. Jarrolds have expanded considerably 
under his vigorous chairmanship. Today they are well-known 
for their bookwork and high quality four-colour offset print- 
ing for which they often use Bowaters Lithocote — chosen 
for its whiteness and capacity to reproduce a wide tone range. 


i Paper and Board Division 


>> BOWATERS SALES COMPANY LIMITED 


Bowater House, Stratton Street, London W.1 
MAY fair 8080 
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THE GRAPHIC ARTS 


—a weekly news survey 


London printer 


A 34-year-old firm of small off- 
set users in London have won the 
second prize in a_ world-wide 
printing competition organised 
by AB Printing Equipment, the 
Swedish manufacturers of the 
ATF Chief 24 Offset Press. 

The printers are Swift Publicity 
Ltd., of Mount Street, Park Lane, 
London, and their entry was a 
poster for London Transport’s 
Underground escalators. It ad- 
vertised Plaza nylon stockings. 
The ATF Chief on which this 
job was printed is the only press 
they have which is not office-type 

-their other machines being four 
Rotaprint R30s and one R70. 

A cheque for 2,000 Swedish 
crowns (about £130) was recently 
presented to Swift Publicity’s dir- 
ector Seymour Strange by Frank 
Pershke, governing director of 
Price, Service and Co., Ltd., who 
sell the ATF Chief in Britain. 

First prize in the competition 
was awarded for a poster sub- 
mitted by Artcraft Printing Co. 


Seymour Strange (left), a gov — di 
the cheque from Frank F. Pershke, 
Mr. Strange is a co-director, John 


wins £130 prize 


(Pty.), Ltd., of Sydney, Australia. 
The third prize went to Frisch 
Boek-en Steendrukkerij of Am- 
sterdam for a label job. 

Of the 40 printers who gained 
honorary prizes there were three 
British firms: BAS Printers, Ltd., 
Over Wallop, Hants ; Boots Pure 
Drug Co., Lid., Nottingham; and 
Roliprint, Ltd., London. 

There were 445 competition 
entries from all over the world— 
assembled in an exhibition in 
Stockholm. Jobs submitted were 
on a large variety of stock includ- 
ing onion-skin, heavy board and 
silk. They included posters, bro- 
chures, folders, leaflets, complete 
books, book covers, art reproduc- 
tions of classical and modern 


paintings, labels, boxes and maps. , 


Competitors submitted details of 
how each job was printed. 

A jury of distinguished Swedish 
printing experts judged each job 
firstly from the point of view of 
technical quality and then by a 
consideration of its difficulty 


rector of Swift Publicity Lid., receives 
of Price, Service & Co., Lid. 


With 
S. Bostock. Behind them is the 


ATF Chief 24 press on which the prize-winning job was printed. 


More aid notes 


Three more leaflets in the 

series of notes on precision aids 
* have been issued by the British 
Federation of Master Printers. 
They deal with forme transport, 
forme make-up and_ colour 
register, and automatic feeders 
for metal pots. These notes, 
which are intended to be read 
both by management and 
employees, describe equipment 
which can help to improve the 
quality of letterpress printing 
and save time and money. 


Rotaprints for Paris 


Following the recent visit of a 
number of. French agents to 
Rotaprint’s London factory, sales 
to France have increased. On 
August 8 a record consignment 
of eight R30/90 machines were 
shipped by air to Paris. 


Sir Denis Truscott 


and Sir James Wateriow, 


ADVERTISER'S WEEKLY 


president and chairman 


respectively of the Printing, Packaging and Allied Trades Research Associa- 


tion, toured Patra’s 


Leatherhead laboratories recently. 


In this picture, 


L. E. Lawson emphasises a technical point about experiments which are 

being undertaken at Patra on the effect of sized and unsized papers on 

ink drying. Sir Denis Truscott inspects a print while Sir James Waterlow 
and Dr. G. L. Riddell (in foreground) look on. 


Make-it-yourself 
Litho-plate unit 


Pictorial Machinery Ltd., a 
subsidiary of the Monotype 
Corporation Ltd. have an- 
nounced the production of the 
Lithotex Repro-Unit—the latest 
addition to their range of photo- 
mechanical equipment. 


The Lithotex Repro-Unit has 
been specifically designed for the 
production of lithographic plates 
for the small-offset type of 
machine. Im compact, easily 
transportable form, it provides 
all the equipment the small- 
offset printer needs to make him- 
self completely independent of 
outside plate-making suppliers. 
Camera, re-touching desk, whirler 
and printing down frame, are all 
included in this unit, delivered 
(with chemicals if required) in a 
specially constructed packing 
case which serves as a bench. 

Practical demonstrations of 
this equipment will be held in the 
Lecture Hall of Monotype 
House, next Wednesday and 
Thursday. 


Lithotex Repro-Unit enables small-offset printer to make own plates, 


‘Old Ben’ appeal 
‘going well’ 


The monthiy meeting of the 
management committee of “Old 
Ben” was attended by 25 mem- 
bers. Applications for aid 
numbered 46 and grants were 
made by the committee. The 
deaths of two beneficiaries were 
noted. They were aged 81 and 
74 and had received £124 and 
£314 respectively. 

It was reported that the appeal 
made by the Festival chairman, 
Edward Hulton, was making good 
progress. 

A cheque for £80, the result of 
special efforts, had been received 
from the Newport (Mon) area 
committee, where the new hon- 
orary secretary is B. Lenahan. 

H. Montague presented a 
cheque for £300 8s. lld. to the 
chairman of the management 
committee, A. Whinfrey. This 
was half the proceeds of the 
concert held. in Southend and 
organised by the Southend area 
committee for the annual con- 
ference of the National Federa- 
tion of Retail Newsagents. 

The chairman of the Southend 
area committee then presented a 
cheque for a similar amount to 
Charles Neale, general secretary 
of the National Federation, who 
was present as a member of the 
management committee, for the 
funds of the Convalescent Home 
at Lilleshall. 


Print challenge 


In a booklet titled The Chal- 
lenge to the Printing Industry 


(published by The Printing 
Trades Alliance, price 2s. 6d.), 
F. J. Holroyde examines indus- 
trial relations within the printing 
industry—and throws down the 
gauntlet to management and 
employees alike in his appeal for 
putting the business on a more 
stable and Christian basis. Objec- 
tive in its approach, his booklet 
is both provocative and well- 
reasoned. 
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ADVENTURES OF 
A PRINT-SELLER 


i HAVE been reading some amus- 
ing sketches of the adventures of a 
print salesman, written by one of 
them. He is Robert Gavron, who 
is with Commercial Aid Printing 
Service Ltd.—much of whose work 
for leading agencies you pass every 
morning on the Tube escalators. 

What is noteworthy about CAPS 
is not merely the remarkable success 
with which Gerald Frankel, the 
managing director, has built up 
in eight years, but the unconven- 
tional backgrounds which he and 
some of his associates have had. 

He was at one time a ballet 
dancer, and his wife, who is the 
firm's agency contact, was a sociolo- 
gist and welfare worker. 

Mr. Gavron read law at Oxford 
(where he was literary editor of the 
Cherwell) and is a barrister. 

His wife was at the Royal 
Academy of Dramatic Art and is 
now studying sociology at Bedford 
College. It was Mr. Frankel who 
“lured him into print’’—but he still 
keeps his literary hand in with the 
above-mentioned sketches and other 
writing. 

Another CAPS man, also on the 
sales side, is lL. W. Griffiths. Not to 
be outdone, “Griff” has been a 
builder, though it must be admitted 
that he has also had valuable 
experience selling space with 
Newnes-Pearson’s Wide World 
Magazine. (Incidentally, he was in 
the RAF together with Ivan Luckin, 
at one time advertisement manager 
of ADVERTISER'S WEEKLY and now 
London advertisement manager of 
Fairchild Publications, New York.) 

In spite of, or because of. these 


varied careers, CAPS gave me the 
impression, when I walked round it 
the other day, of being a happy, 
thriving firm, where everyone works 
like billy-ho! 


No figurehead 


Like Sir Frederick Rowland, who 
has put in seven excellent years as 
president of the British Direct Mail 
Advertising Association, his succes- 
sor, Sir Spencer Summers, MP, wil! 
be no mere figurehead. Consider- 
ing how much work he does for 
non-business activities, he will cer- 
tainly not regard the furtherance of 
direct mail, which is one of his vast 
business interests, as a sinecure. 

Among the calls on his spare time 
is the chairmanship of the executive 
committee of the Outward Bound 
Trust, which operates short-term 
character training, sea and mountain 
schools for boys. 

He also is a member of the execu- 
tive committee of the British Coun- 
cil of Churches as a lay representa- 
tive of the Church of England. In 
July 1954 he was appointed a mem- 
ber of the Commission considering 
the Synodical Government of the 
Church. 

* * * 
BRECENTLY arrived “down 


under,” Moira Jones (who is a 
Diploma Member of the Advertis- 


ing Association and a member of 


a gtoup of nine 
influential newspapers 
AB.C. Weekly Net Sales 


120-911 


Associated Kent 


Newspapers Ltd. 


LONDON: E.W.PLAYER LTD., 30, FLEET ST.EC4. 


the Incorporated Advertising Man- 
agers’ Association) is now sampling 
a Melbourne winter. 

She is handling the publicity for 
a Bourke’ Street departmental 
fashion store and finds it most 
stimulating. The copy is in the best 
American _ tradition—"‘no holds 
barred’’—with mid-winter _ sales, 
stocktaking sales and the like offer- 
ing “collossal bargains at huge dis- 
counts,”’ she says. 

She tells me that the newspapers 
are most co-operative and will 
undertake complicated display set- 
tings at short notice, producing a 
first-class job in the minimum of 
time. 

Melbourne is becoming very 
“Olympic-conscious,” with the sta- 
diams rapidly taking shape and the 
shops filling up with souvenirs of 
all kinds, from Koala bears to 
boomerangs. 


Handlebar Club to 


play the actors 
EF the Clerk of the Weather is 
merciful the sun will shine on the 
ground of the Shepherds Bush 
Cricket Club, East Acton Lane, next 
Sunday, when the Handlebar Club 
will play a stage and screen XI in 
a charity match in aid of the Stars 
Organisation for Spastics, the money 
collected to be used to build a 
holiday home for spastic children. 
Many stage and screen stars have 
promised to appear. 

Captaining the actors will be 
Stanley Baker. Denis Austen (PF. 
Austen Advertising Ltd.) will cap- 
tain the Handlebars and his team 
will include Ronnie Stevens (at 
present an advertisement represen- 
tative with She) and Mike Horton 
(Mather & Crowther). 

Quite a number of advertising 
folk are members of the Handlebar 
Club. They include Noel Henkel 
(Harper's Bazaar) and Conroy 
Wykes (Conroy Wykes Advertising) 

not to mention one W. A. Cathles 
(Editor of ADVERTISER'S WEEKLY). 


Washbrook was late 


"THE fact that Cyril Washbrook 
played at Canterbury until stumps 
were drawn combined with traffic 
delays and an error by a chauffeur, 
who drove him to Lime Grove 
instead of Television House, to mar 
what should have been a first-rate 
commercial recently. 

It had been prepared by W. S. 
Sharps, TV executive with Smee’s 
Advertising. Washbrook was sup- 
posed to look through some 
binoculars at a still picture of a 
cricket match, and to say, “Why, I 
can almost see the wicket from 
here.’ And James Collins, director 
of the advertisers, H.Q. and General 
Supplies, was to comment, “Well, 
coming from Cyril Washbrook, 
that’s something... . ” 

Unfortunately, there was the 
delay; and in the 10.30 p.m. com- 
mercial Mr. Sharps had to act as 
Washbrook’'s deputy. However, by 
10.44 p.m., when the second spot 
went out, Washbrook had arrived 
and was seen signing catalogues for 
the first 100 viewers who applied 
for them by telephone. 
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By having a picture of six of their 


good-lookers in the “Sunday 
Graphic,”’ Charles F. Higham Lid 


have “started something.” Here is 
a T. B. Browne Ltd. entry. They 
are (l. to r.), standing: Brenda 
Greenslade, Penelope King, and 
Maureen Snow; seated, Mbolly 
Webber, Valerie Prince, and 

Catherine Cheetham. 

* * * 


BEA’s exhibition 


BLAST week I took half a day off 
to visit London Airport in company 
with Arthur Sawtell and W. R. 
Szomanski to see the exhibition 
which, in record time, they produced 
to commemorate BEA’s 10th anni- 
versary. 

Like the hundreds of the public 
who were in the exhibition room at 
the new Queen’s Building at the 
same time, I found it a most 
interesting and effective display. 

Mr. Sawtell has been with BEA 
for nearly the whole of its 10 years, 
from the Qhys when it carried a 
mere 230,000 passengers a year, as 
compared with its present 2,370,000 
He is now display superintendent, 
under Stanley Gairns, the advertis- 
ing manager. Before joining BEA 
he was for some 15 years with City 
Display. 

Altogether he has been about 30 
years in display, and is now respon- 
sible for BEA displays as far afield 
as Australia and New Zealand. He 
is fortunate in the fact that the 
BEA “high-ups” are very alive to 
the importance of advertising, 
which, they proclaim, “has made 
our sales.” 

Mr. Szomanski’s work as a dis- 
play designer for the airline is well 
known—indeed, during the last 
seven years he has produced about 
200 designs for BEA. 

Before inspecting the exhibition 
we enjoyed an excellent lunch in 
the main restaurant, where some 
well-bred interest was exhibited 
when a Russian plane arrived and 
drew up a few yards away. Later 
on we spent a fascinating hour at the 
top of the great control tower. 


CONTACT 
WEEK'S WISECRACK 


~ 


“ Get hold of Diana’s pub- 
licity agent —then we're 
sure of a big splash.” 
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DO YOUR FILMS GET 


WIDEST 
SHOWING 


There's a big potential audience for your films among the 


thousands of self-equipped groups served by the Sound- 
Services Film Library. You can obtain wide and varied 
distribution and at the same time have all storage, admin- 


istrative and despatch problems taken out of your hands. 


This film library isa vital link between sponsor and audience. 
Its catalogue is widely circulated and advertised. Why not 
find out how effective it could be for your films? 
For audience groups not equipped for showing films, 
Sound-Services run a complete Mobile Film Projection 


service—operator, projector, screen, all accessories, the lot ! 


SOUND-SERVICES LIMITED 


(An Associate of The Film Producers Guild Ltd.) 
269 KINGSTON ROAD - MERTON PARK - LONDON 8.W.1) 
Telephone: LiBerty 4291 TGA s¥5 


“SYSTEM” Desk Diaries 
Make Ideal Advertising Gifts 


CHARLES BUCHAN’S 


FOOTBALL MONTHLY 


THE WORLD’S GREATEST 
SOCCER MAGAZINE 


eae and Date 


Year's Calendar on from 
MONDAY * BVO aa sheet 


wat 
ata ge Spaces for day's engagemens 
renee : Memo sheets for preceding 
‘Eee Fon 
per a : \ Business maxims for each dap 
. - Three Months’ Calendar oo 
every sheet 
Self-Locking Rods for holding 
sheets 


Dated sheets for coming days 


of year 


Advertisement Manager—ALAN E. ELLIOTT, 
c/o Hulton Press Ltd., 43/44 Shoe Lane, London, E.C.4. 


Current day's sheet 


‘ 


always within 
reach 


° ee World 
and ENGINEERING RECORD mee Saat Decne erg hoon 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER3 Waterloo Road, London, S.E.I 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E C.4. 
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PUBLICATIONS IN THE NEWS 


From newspaper 
back to magazine 


Commencing with the October 
number, The Caterers’ Record will 
appear as a quarto-size magazine 
with a type area of 8 in. by 6 in. 
It will continue to be published by 
the National Caterers’ Federation as 
its offieial organ, and all members 
of the association receive a copy 
each month. In addition, extra 
copies are being printed each month 
for free distribution to caterers and 
the proprietors of restaurants and 
other catering establishments not at 
present members of the Federation. 
The Caterers’ Record was founded 
in 1919 and appeared as a monthly 
magazine until Oetober, 1953, when 
it was transformed into a format of 
a tabloid newspaper. Now it is to 
be changed back to a magazine. 
Advertising rates are to be reduced 
to £17 10s. a page and pro rata, 
from £64 a tabloid page. A quarter 
page of the ag size—8 in. by 44 in. 
—was £17 

* >” * 

“Now I am About to Die” is the 
title of a true series which will start 
in the Daily Mail on Monday. It 
is by Joyce Cary. The series will 
be backed by nation-wide publicity, 
ro double-crown bills. 


* * 
The Socuiiies 7 issue of the 
Tailor & Cutter will be a special 
90th birthday number of 100 pages. 


“A successful agent 
knows which ae 
to take... 


resent, 


TREFOR JONES, 


Chantry Publications Ltd. have 
taken over the publication of The 
Chemical Manufacturers’ Directory, 
now in its 87th edition, and The 
Soapmakers’ Directory, now in its 
58th edition. They are to be com- 
bined into one volume which will be 
called the Chemical and Soap Manu- 
facturers’ Directory, and is to be 
published annually in December 
The advertisement rate is £12 a 
page, with £5 extra for each extra 
colour. 

* * * 

The “‘easy-to-make” section of the 
September issue of House Beautiful, 
will contain instructions for making 
miniature dressers and bird villages. 

* * * 

A supplement, “Your Guide to 
Careers” in this week's Everybody's 
has been publicised with double- 
crown posters. 


Now photogravure 

Amalgamated Press Ltd.’s weekly 
gardening journal, Popular Garden- 
ing, will be produced in photo- 
gravure commencing with the issue 
dated September 22. Three special 
Autumn planting issues will also be 
published from this date. Adver- 
tisement rates are unchanged. 

* * 


. 

Advertisement rates for the North 
Wales Chronicle series is to be 
increased from 14s. to 15s. 6d. s.c.i. 
from November 1. A recent re- 
organisation has enabled the Holy- 
head Chronicle and the South 
Caernarvonshire edition of the 
North Wales Chronicle to be pub- 
lished several hours earlier. 


the talented illustrator we rep- 


says this is the reason for our success. As 
agents, our line has always been : 
the interests of artists and clients. 
confidence of 60 skilled artists and the many impor- 
tant art-buyers who benefit by our services. 
represent the talented photographer KENNETH COLE. 


to serve equally 


We also 


When you need examples of 
his, or other artists’ work, 
do please give us a ring. 


A.S. KNIGHT LTD., Artists’ Agents 


GRANVILLE HOUSE, ARUNDEL STREET, LONDON, 


W.C.2 


Telephone: Temple Bar 0033-5 


Thus, we have the | 


Grol" Bouscheeping 


a | 


The September issue of Good 
Housekeeping wil! contain a book- 
let on fish cookery, produced in 
association with British Distant 
Water Trawlers. This issue will also 
contain an offer of rooted cuttings 
and a 16-page feature on the care 
and arrangement of flowers and 
indoor plants. 


* * * 


The Jewish Observer will publish 
a special issue on September 5 for 
the Jewish New Year. Space has 
already been taken by a number of 
leading advertisers. William Samuel 
& Co. (London), Ltd., are the adver- 
tisement representatives. 

* * * 


Motor Trader (Associated Iliffe) 
is to publish four special numbers, 
one covering the Commercial Trans- 
port Exhibition, and three covering 
the London Motor Show. 


Price increases 


The selling price of Mother will 
be raised from Is. to Is. 
monthly, commencing with the 
October issue. 

Puneh, which has been 6d. for 39 
years, is to increase its price to 9d. 
with effect from September §. 
Special seasonal numbers—Spring, 
Autumn, and Christmas—will still 
be priced at Is. Ballet Today goes 
to Is. 6d. (previously Is. 3d.) with 
effect from combined August 
September issue. Other increases: 
Motor Cycle to 9d. (previously 8d.) 
from September 6. RAF Flying 
Review to Is. 6d. (1s.) from Septem- 
ber issue. Poultry Farmer to 5d. 
(4d.) from August 29. Sea Cadet to 
9d. (6d.) from September issue. 


The 


presented with their prizes by 


cyclist, who holds 21 records. 


Evening Despatch, Birmingham, 
Mrs. 
The prizes were two Hercules Cycles and 


AuGust 24, 


We Hear 


“careers” section illustrating 
aes types of railway employ- 
ment will form a part of the British 
Railways stand at the Hulton’s Boys 
and Girls Exhibition, which opens 
at Olympia on Tuesday. 

* oe * 

A brochure entitled Brook Motors 
Lid. on the Map gives an artist's 
impression of Brook service centres 
im Great Britain. It concludes many 
coloured stylised illustrations of 
various cities, together with mono- 
chrome drawings of architectural 
features, and historical and topo- 
graphical information. The brochure 
was printed by Chorley & Pickers- 
gill Ltd., of Leeds. 

* * * 


1956 


Wigan Corporation transport 
committee has seen the system of 
advertising in the interior of buses, 
offered by Mechanical Trades 
Finance Ltd., which uses a small 
screen to show different advertise- 
ments, and has approved the idea of 
introducing this method of adver- 
tising. 

* * * 


Following the resolution passed at 
the annual general meeting earlier 
this year and a subsequent ballot of 
the membership, the change of name 
of the Association of Cinemato- 
graph and Allied Technicians to 
the Association of Cinematograph. 
Television and Allied Technicians 
(ACTT) has now been approved 


Display contest 


A national window display com- 
petition to promote their prescrip- 
tion lamps is being organised by 
Hanovia (lamps division of Engel 
hard Industries Ltd.) during the late 
autumn. In each of two main 
groups—for electrical retailers and 
retail chemists—there will be three 
prizes of £100, £50 and £25. 

* * oe 


Lewis Knight and Co., a sub- 
sidiary of the London Rubber Co. 
1td., have produced the Ariel Eezi 
Pump for inflating rubber balloons. 

* * * 

Photographs of heads of firms 
signing contracts with Associated 
TeleVision are shown in a new 
series of promotion folders issued 


by ATV and entitled “Sold on 
ATV...” One features Daven- 
ports’ C.B. Ltd., brewers, and 


another Gumption Products Ltd. 


Mystery Cycle Run winners were 
Eileen Sheridan (right) the woman 


two free holidays at Butlin’s. 


—“Ct;sSCtisS 40 es 
i re | a 
| SAC ‘ 
. 4 ae 
se .* ef 
p. 5" . > 
od iM Ri ¥ 
' 6 ; 
& a 
ee C 
os p 
YY 
; ‘ \ 
{ 
: fle - Ly. x 
rh Ce o 
a SS 
o Yy 
Ye as #5 J) 
\8 5 al" | 
<= y | 
af V7, 
als if y)) Y 
Ai ie Po 
T= as. Se ‘ ‘= . eer : ‘ 
: a) oF : 2 ae i ae: 
7 S 2 = o hee . : . 3 ‘ 
bs s —_ a |) ee . hi a a Se a! a eo) ak z 3 
oe > : :* “— ——— Oe 4 
~S i SID ¢ Wy, x A om a ars eel Agi ey ae - 
3 Wi \eeu f aN ANE har @ ee -| Va gee silly a \ “Ay 
5" fv : VL | \ LA ‘ 7 é ne am ‘ e ni bo ie a a. ; ihe € "7 
2» 9} ( | esowe E . = ae ; oS. Se a ' 
F (ox P ( a PO Ay: /) - = ae ay ' 
4 ; 1 Ves) ~7- ~ = BB oa es ae an * 
: esi Ty ON PANN > eat | -— Ss ie 6 Ze , 
q = +; gl Oh / YD VE: bs i ea ; a. sae ann ar 
: 9" ' CF caf > 7) Wi cya | é! ' shee FN it a Pr ~’ xe , 
i ir = a a a, 4) ae ee ; , t as 
| oy 7 I eS) — = F an 
. a 1 G/Z5, aes )} oe ae 
= “5 nag h end “. . e\ BT, , " bes £ 1 | 
: . / et Whos 3 i ; 1} j ve, id oo 
BP = 
ne Me 
ee ee 
e oe i ' . ; i / 3 oes 
ae ee . ee ee i. ae. te | ae FF 
ve ae } e | oe ee =. os — oe : 
= -=s i 7 _ - pu 7 3 ee. 4 _. or, : 


Auscusr 24, 195 
-4, 6 
41 
ADVERTISER'S WEEKLY 


Business 


JOURNAL OF MANAGEMENT 


wo enease 


oon eoes eantTuers seco 


wanes vor 


(ALE 
inecing Cuelid @ 


Cregg s 


sto 
« cane 
ove 


8 vieytiaye 
une ava Hthe Read Willesden Junchor coon © seeees me 


reverrore® LADeron® acer 1a, 20nene «avvrw'* 


successors * o waneor 


rune @ OUST CXTF 


ALAM MCLEAN. ( 
paue KELLY ase - 
\ raamce, ; Gondow. nw 10 
1VANT “Cu 4 
$tcbumens! 
: Ss. 


vour war 


Business Publications, Ltd., 
Mercury House 

109/119, WATERLOO ROAD, 
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Dear Sirs, 
We have recently completed 4 careful analysis 

e publications we use, 
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NAPPER, 
STINTON, 
WOOLLEY 


HOWARD 


PNEUMATIC ENGINEERING 


pickles, milk products, soups, 
sauces, etc, 


FOOD MANUFACTURE 


Stratford House, 
9, Eden St., London, N.W.! 


\ 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


aint 


anufacture 


aramount 


edium 


for advertising to 
the Surface Coating 
Industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers: 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.! 


to reach makers of preserves, | 


This new Grundig showcard and 
price ticket holder, which is 9 in. 
by 12 in., is printed letter press in 
black and gold. The whole is 
coated with sprayed varnish. 


Largest-ever boost 
for Pye hi-fi 


The largest-ever campaign for 
home high-fidelity equipment by Pye 
Ltd. commences in September. The 
theme is the transition of hi-fi from 
the specialist field to the ordinary 
user in the modern home. Adver- 
tisements will appear in Ideal Home, 
Punch, Iilustrated London News, 
Spectator, Sunday Times, Observer, 
Housewife and the record journals. 
Agents are Arks Publicity Ltd. 
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Radio firms’ advertising plans 


The largest advertising campaign in the history of Radio and Allied 
Industries Ltd. (Sobell TV, radio, radiograms), has been launched this week, 
to coincide with the opening of the Radio Show. 

Half pages in the Daily Express, London Evening Standard and Star and 
a 13 in. by 5 in. advertisement in the News of the World, supported by large 
spaces in over 50 other national and provincial newspapers, will sustain the 


campaign through the autumn. 


A dealer co-operative campaign is also in operation for local media and 
point of sale material is available, featuring the Sobell banner headline “The 


sets that set the pace.” 


Scott-Turner & Associates Ltd. are the agents. 


Philco (Great Britain) Ltd., have also announced details of their new 
models which are on display at the Radio Show. 


Big space national advertising, which is being 


repared by T. B. Browne 


Ltd., will appear during the autumn and will be followed up by widespread 


provincial advertising. 


Autumn drive for 
cod liver oil 


National dailies, Sundays, national 
weeklies, magazines and trade press 
are included in the new advertising 
schedule for Seven Seas Cod Liver 
Oil which starts in October. The 
advertisements will tell the public 
that “Seven Seas Cod Liver Oil 
Builds Health Naturally.” This will 
be the feature of the campaign. 


Special window displays and 
counter sales aids will also be avail- 
able. Agents are Dolan Davis 


Whitcombe & Stewart Ltd. 


. * . . 
Katie joins in 
Television personality Katie 
Boyle has joined the list of Phili- 
shave “celebrities” in. the current 
national press campaign to exploit 
the appeal of dry shavers as a gift 


for men. And the men who agree 
with her—Freddie Trueman, Benny 


Hill and Peter WHaigh—are also 
booked for the extended publicity 
campaign. Philishave have also 


produced a new set of advertise- 
ments in the “reason why” series to 
promote special features of the 
shaver. Agents are Erwin Wasey & 
Co., Ltd. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


KENWOOD ELECTRICS LTD. 
for Willing’s Press Service Ltd. 
BRITISH SEAGULL CO., LTD., 
makers of outboard motors, for 
Headway Advertising Ltd. 
EVANS CHEMICALS LTD., 
Tibbenham Publicity Ltd. 
F. HILLS & SONS LTD., for 

Graham & Gillies Ltd. 

H. N. ELECTRICAL LTD., Crus- 
tex boiler descaling apparatus, for 
Nigel Rainbow & Partners Lid. 

YORK TRAILER CO., LTD., for 
Stowe & Bowden Lid. 

SCOTTISH EXPORT HOUSE 
LTD. have ceased to be handled 
by Sommerville & Milne Ltd. 


Campaigns 

GOLDEN VALE CHEESE & 
MONUMENT CREAMERIES, 
using filmlets. (Cinema & General 
Publicity Ltd.) 

HANOVIA PRESCRIPTION 
LAMPS & HANOVIA RADISIL, 
using national dailies, Sundays 
and magazines. (Technical & 
General Advertising Agency Lid.) 

BLACK & DECKER LTD., using 
Daily Herald, Daily Telegraph, 
News Chronicle, Homes and 
Gardens, Home, Woman and 
Home for Christmas pack tool kit. 
(Smee’s Advertising Ltd.) 

DOROTHY VERNON STOCK- 
INGS, using provincial papers, 
women’s journals and spots on 
Midland and Lancashire commer- 
cial TV stations. (John Halifax 
Ltd.) 

BROWN & FORTH LTD., using 
Vogue, Harper's Bazaar, Every- 
woman, Modern Woman, Good 
Housekeeping, Vanity Fair, Ideal 
Home and trade press for Orlon 
Acrylic Fibre. (G. Street & Co.. 
Ltd.) 


for 


EVER READY CO. (GREAT 
BRITAIN) LTD., using London 
evenings and provincial papers. 
(Greenlys Ltd.) 

DUNLOP RUBBER CO., LTD. 
(FOOTWEAR DIVISION), using 
local, national and trade press, 
magazines, point-of-sale material 
and spgts on commercial TV. 
(Charles F. Higham Ltd.) 

MANSFIELD SHOE CO., LTD. 
using women’s magazines for 
Devonshire shoes. (Brockie, Has- 
lam & Co.) 

VALTOCK LTD. & PERDECK 
SOLDER PRODUCTS LTD. 
using Daily Herald, News 
Chronicle, Daily Mirror, Sunday 
papers and trade press for new 
“do it yourself’ soldering kit. 
(Auger & Turner Ltd.) 

STARLINE VARNISH & 
ENAMEL CO. LTD. using 
Practical Householder, Reader's 
Digest and trade press for Lilac 
and Pearl Grey new range of 
colour shades. (Crossley & Co., 


Ltd.) 

THOMAS DE LA RUE & CO. 
LTD., using national, provincial, 
trade press and magazines for 
Onoto fountain pens. (Dorland 
Advertising Ltd.) 

SEVEN SEAS COD LIVER OIL, 
using national dailies, Sundays. 
national weeklies, magazines and 
trade press. (Dolan Davis Whit- 
combe & Stewart Ltd.) 

REMINGTON RAND LTD., using 
provincial papers during Septem- 
ber for portable typewriters. (G. 
Street & Co., Ltd.) 

PLAYTEX LIVING BRASSIERE, 
using national dailies, London 
evenings, Glasgow Bulletin and 

H. 


women’s magazines. (S. 
Benson Ltd.) 

A. J. MILLS & CO., LTD., using 
full-page in Sunday Post and 


spaces in Scottish Daily Express. 
Radio Times (Scottish edition) 


and major Scottish papers for new 
range of ready-to-cook Unox 
soups. National advertising will 
follow later. (Wilson Advertising 
Ltd.) 

PYE LTD., using I/Ideal Home, 
Punch, Illustrated London News, 
Spectator, Sunday Times, 
Observer, Housewife and record 
journals. (Arks Publicity Ltd.) 

BRITISH FOOD FAIR, using com- 
mercial TV during the Fair. 
(Mather & Crowther Ltd.) 


IMPERIAL CHEMICALS (PHAR- 
MACEUTICALS) LTD. _ using 
The Times, Daily Mail, Punch, 
Good Housekeeping, Housewife, 
Ideal Home, Family Doctor, Wife 
and Home and Woman's Journal 
for autumn campaign. (S. 
Benson Ltd.) 

IMPERIAL CHEMICAL INDUS- 
TRIES LTD., using national press 
for national autumn campaign for 
Ardil. (Mather & Crowther Ltd.) 

HASTINGS IMPORT EXPORT 
CO. (LONDON), LTD... using 
trade press and women’s maga- 
zines for KYLI_ Refrigerette. 
(Direct.) 

HOVIS LTD., using Radio Eireann 
for weekly sponsored programme. 
(O’Kennedy-Brindley Ltd., Dub- 


lin.) 

PHILIPS ELECTRICAL LTD., ex- 
tending current “celebrity” press 
campaign in nationals, Sundays, 
magazines and provincial morn- 
ings and evenings for Philishave 
dry shaver. (Erwin Wasey & Co., 
Ltd.) 

RADIO & ALLIED INDUSTRIES 
LTD., using Daily Express, Even- 
ing Standard, Star, News of the 
World and other national and 
provincial papers. (Scott-Turner & 
Associates Ltd.) , 

PHILCO (GREAT BRITAIN) 
LTD., using national and pro- 
vincial press. (T. B. Browne Lid.) 
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The press launching of a new “do-it-yourself” soldering kit was held | 


at the Café Royal this week by Valtock Ltd. and Perdeck Solder Products 
Ltd. Left to right: B. H. Lermitte, of Valtock Lid., Miss M. April, his 


secretary, Miss ! 


. Nally, of Public Campaigners, H. A. Auger, of Auger 


& Turner Lid., N. B. Reynolds, of Valtock, and Mrs. Perdeck, and 
W. H. Perdeck, of Perdeck Solder Products Ltd. 


Women’s market 


Black and Decker Ltd. are out 
to attract women buyers this year 
with a special Christmas pack tool 
kit planned as the ideal gift for a 
husband. 

Using the Daily Herald, Daily 
Telegraph, News Chronicle, Homes 
and Gardens, Home, Woman and 
Home, the Black and Decker cam- 
paign will feature the specially 
designed kit as “taking the guess- 
work” out of gift-buying technical 
equipment. Smee’s Advertising Ltd. 
are the agents, 


CHARACTER ADS 


Four new characters will be intro- 
duced in the advertising for Onoto 
pens by Thomas De La Rue & Co., 
Ltd., which starts in October and 
runs throughout November and 
December. The characters are 
called Mr. Particular, Miss Difficult, 
Master Unreasonable and Miss 
Choosey. Trade press advertisements 
have already appeared. Agents are 
Dorland Advertising Ltd. 


~ . LJ >] 

‘Selling Fortnight 

The Ever Ready Co. 
Britain) Ltd. are to hold their annual 
“Selling Fortnight,” which is timed 
to coincide with the approach of the 
autumn and winter selling season, 
from October 1 to 13. ’ 

During this period Ever Ready will 


hold a window display competition | 


for which a total amount of £1,166 


is being offered in prizes for the | 
most original and attractive window | 


displays arranged by retailers. _ 
There will also be an intensive 


press campaign in the London even- | 


ings and provincial papers. Agents 
are Greenlys Ltd. 


Footwear campaign 


The figure of the Dunlop Duck 
will be featured in the winter cam- | 


paign for Dunlop Weatherbeaters 
and rubber boots. Using local, 


national and trade press magazines, _| 
all television stations and point-of- 


sale material, the campaign will be 
handled by Charles F. Higham Ltd. 


@ LETTERS—Continued from gover (i) 
Local agencies and export ads 


tended that in the article we 
should consider the top rung. 

This agency places something 
like three-quarters of its export 
advertising via local agencies. 
The only countries where this 
procedure is not followed are 
those where the local agencies are 
of insufficient standing and 
ability to be of any real help. 

And it may interest Mr. Pirie 
to know that only recently we 
have arranged a campaign for 
another of our clients in East 
Africa, through one of the local 
agencies there. 

At the same time, when Mr. 
Pirie asks if we know the details 
about the coverage of cinemas in 
East Africa, he should appreciate 
firstly, that we do have a great 
deal of this information, thanks 
to many visits to that country. 
Additionally, there are people re- 
presenting not only cinema media, 
but also press and other forms of 
advertising media in this country, 
who have this information, and 
who make it available to us here 
in London. This applies equally 
to other countries. 

So we are probably better in- 
fc-med in Britain about overseas 
advertising than many people 
abroad realise. There are, in fact, 
several British advertising agencies 


whose knowledge of overseas 
media of all kinds is extra- 
ordinarily detailed and accurate. 

Probably the real answer to 
this whole question is that, gener- 
ally speaking, an export advertis- 
ing campaign is better handled by 
a British agency working in con- 
junction with a local advertising 
agency. But there are exceptions 
to this rule, and I, myself, have 
seen many British campaigns in 
overseas markets which were 
most successfully handled from 
England entirely. 

As always, it depends on the 
particular job in hand. Whilst 
this agency has a general rule of 
preferring to use local agencies, 
like all rules, it has its exceptions. 

It is comforting to know that 
ADVERTISER'S WEEKLY is read 80 
carefully in East Africa, as in 
many other countries, and that 
our friends overseas will take the 
trouble to write on matters which 
concern them. Advertising has a 
most vital part to play in the ex- 
port trade of Great Britain, a 
fact still, alas, insufficiently appre- 
ciated by British manufacturers. 

HENRY DESCHAMPSNEUFS 
Head of overseas department 
F. C. Pritchard, Wood & 
Partners Ltd., 
London, W.1. 
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LONDON REP. APPOINTED! 


THE MANSFIELD 
CHRONICLE-ADVERTISER 


The only local newspaper in Mansfield, 
centre of the most prosperous coalfield, 
the East Midland, in the country. 


LATEST A.B.C. FIGURE 
27,644 
HAS APPOINTED AS LONDON 
REPRESENTATIVES 
EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 
TEL.: CITY 5906-8 


FULL LONDON SERVICES AVAILABLE. 
MONDAY-—LATEST LONDON COPY 
DATE 


! : 
Sterling Advertising Ltd 


PRACTITIONERSIN ‘ante pide 


The move was inevitable. 
We could hardly cope in 
the space we had. Every- 
body—we think—has been 
advised. In case we omitted 
you, our new address is :-— 


OUR TELEPHONE 
NUMBER jg STILL 


CENtral 2772 ¢ 5540 


please note > 


PRESS, TELEVISION AND SCREEN ADVERTISING ~* PUBLIC RELATIONS 
DIRECT MAIL : EXHIBITIONS PRINT - MARKETING * MARKET RESEARCH 
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Luxembourg to launch its radio 


drive next month 


ORGANISATIONS SUPPORT ‘LISTEN IN’ 
CAMPAIGN: DAILY PROGRAMME ADS 


Radio Luxembourg is to launch its “Listen to Radio” cam- 
paign next month. Object is to keep alive in the public mind 
“the importance and potentialities of radio.” 


This display by Kotobukiya Ltd. 
won the outdoor advertising prize. 


JAPANESE AD 
AWARDS 


Dentsu Advertising Ltd. has 
made its ninth annual award of 
prizes to Japan's best works of 
the year in different advertising 
media. 

The winners were selected by a 
board of 280 judges representing 
the leading authorities in Japan’s 
advertising circles, 

Prizes were awarded on the 
merit of advertisements carried in 
newspapers, magazines, as well 
as for outdoor publicity work, 
radio and television during the 
year. 


SYROVIIEFYT 7 
: etn 


Om eT 


A Matsushita Electric Industrial Co. 
Lid. ad which won one of the 


newspaper advertisement awards. 


| 


The station states that co- 
operation has been promised by 
the Radio Industry Council, the 
Radio and Television Retailers’ 
Association, and other organisa- 
tions in this country, and by 
radio concerns in America and 
on the Continent. 

It is understood that an 
approach for co-operation was 
made to the BBC, without much 
result. 

A BBC spokesman told Apver- 
TISER’S WEEKLY: “We always try 
to get as big a listenership for 
radio as possible. Our present 
drive is for VHF, for which we 
hope to have a 96 per cent cover- 
age for = British Isles by 1958.” 

* * 


Radio 


Luxembourg’s own 
advertising 


campaign in_ the 
national, provincial and periodi- 
cal press is due to open on 
September 12 and will continue 
daily until December 16. The 
object is to draw attention to pro- 
grammes and new techniques and 
to emphasise, for the last five 
weeks, the introduction of the 
new transmission system. 

The principle adopted is to 
have daily reminders in the press 
throughout each week over a 
long period, rather than to buy 
large areas of space for a limited 
campaign. 

Arks Publicity Ltd. are the 
agents. 


Collapsible cases 


save charges 


Collapsible wooden packing 
cases, which will help users to 
make savings in freight charges, 
have been invented by William 
Pilling, a salesman with a Lan- 
caster motor firm who lives at 
Higher Heysham, Lancs. 

While remaining in one piece, 
the cases can be folded flat in 
seconds by means of special 
hinges. About 117 packing cases 

collapsed—can be stored in 
space occupied by 30 rigid cases, 
it is claimed. 

Marketing of the invention is 
now being undertaken by a 
group of businessmen in More- 
cambe under the title of Kimik 
Collapsible Cases. 


Evening classes 


The City of London College is 
to hold evening courses in adver- 
tising to prepare students for the 
Advertising Association and the 
Institute of Practitioners in 
Advertising examinations, and 
for those of the Incorporated 
Sales Managers’ Association. 


AucGust 24, 1956 


| MOBILE KITCHEN 


The Nestlé Co. Ltd. have introduced into their outdoor cookery demonstra- 
tion service a mobile kitchen which will be used at agricultural shows during 
the summer months and to provide demonstration theatre facilities to 
caterers at industrial centres and the smaller holiday resorts during the 


remainder of the year. 


The vehicle was built on a Commer-Karrier 


Gamecock Chassis by Vehicle & Aircraft Installations Ltd. The sides are 


extendable to almost twice its normal width. 


The interior has been fitted 


as a complete kitchen and is self-contained—the appliances being operated 


either by Calor gas or electricity supplied by a small generating set. 
possible to demonstrate to both outside and inside audiences, 


It is 
for which 


there i is _ seating yr ® persons. 


19 PER CENT INCREASE IN 
SPENDING SINCE 1946 


Between 1946 and 1955 consumers’ expenditure, allowing for price 


changes, expanded by 19 per cent. 


More than two-thirds of this 


expenditure occurred since 1952. The biggest increase was on private 


motoring and cycling (172 per cent). 


The biggest decreases were in 


domestic service (36 per cent) and cinema-going (29 per cent). 


These are among the facts 
revealed in National Income and 
Expenditure, 1956, prepared by 
the Central Statistical Office and 
published by the Stationery Office 
(6s.). 


The Survey states that each 
pound spent by consumers in the 
United Kingdom last year was 
divided up in the following way: 
food, 6s. 6d.; alcoholic drink, 
ls. 4d.; tobacco, Is. 4d.; housing, 
fuel and light, 2s. 6d.; clothing, 
2s.; durable household goods, 
Is. 5d.; other household goods, 
3d.; private motoring and cycling, 
10d.; entertainments, 4d.; railway 
and other travel, 9d.; other items, 
2s. 9d. 

Personal consumers spent 
£12,783 million on goods and 
services last year; £4,136 million 
went on food, £1,739 million on 
alcoholic drink and _ tobacco, 
£1,586 million on housing, fuel, 
and light, £1,268 million on cloth- 
ing, £903 million on durable 
household goods, and £562 
million on private motoring and 
cycling. 

Last year there were 15,900,000 
persons (counting husband and 
wife as one person) receiving less 
than £500 a year before tax, 
8,850,000 receiving between £500 
and £1,000 a year, 875,000 receiv- 
ing between £1,000 and £1,500 a 
year, 240,000 receiving between 
£1,500 and £2,000 a year, 274,000 
receiving between £2,000 and 


£5,000 a year, and 61,000 receiv- 
ing more than £5,000 a year. 

Compared with 1949 there 
were 475,000 more people receiv- 
ing between £1,000 and £1,500 a 
year, 90,000 more receiving be- 
tween £1,500 and £2,000 a year, 
and 105,000 more receiving more 
than £2,000 a year. 

After tax there were 1,040,000 
persons in 1955 receiving more 
than £1,000 a year, including 
167,000 persons who _ received 
more than £2,000 a year and 500 
persons who received more than 
£6,000 a year. 

Goods and services produced 
in Britain last year were valued 
at £16,639 million, it is stated 
(compared with £15,687 million 
in 1953 and £8,743 million in 


1946). Adding £145 million net 
income from abroad, the gross 
national product was £16,784 
million. 

Last year personal incomes 
(before tax) rose by eight per 
cent, wages by nine per cent, 
salaries by seven per cent, in- 


comes from rent, dividends and 
interest by 84 per cent, and 
income from self-employment by 
four per cent. 

In 1955 wages before deduction 
of tax totalled £6,750 million, 34 
times the 1938 figure; salaries 
were £3,380 million, 3} times the 
1938 figure; and income from 
rent, dividends and interest £1,780 
million, which was a little more 
than half as much again as 1938. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


SWEARS & WELLS 
ADVERTISING 
Requires 


ASSISTANT 


with basie general knowledge of depart- 
mental work. Pension scheme. Can- 
teen. No Saturdays. Pleasant working 
conditions in modern building. Excel- 
lent opportunity, well paid. 

Write giving previous experience to 
Advertising Manager : 


SWEARS & WELLS LTD., 
Marble Arch House, 
Marble Arch, London, W.1. 


BEECHAM GROUP LTD. require a 
Marketing Executive (age 27-35) for 
one of their companies, to take 
charge of the advertising and promo- 
tion of a product or group of pro- 
ducts Advertising and marketing 
experience essential and past sales 
experience an advantage. The success- 
ful applicant will be directly respon- 
sible to a Marketing Manager. Good 
pension and profit Participation 
schemes. Please write, in confidence, 
giving details of qualifications, experi- 
ence and salary required, to Personnel 
Controller, Beecham Group Ltd., 
Beecham House, Great West Road, 
Brentford, Middlesex. 


IF YOU WANT 
TO GET ON... 


. remember that Benson’s is 
an expanding agency and at 
the moment there are vacan- 
cies for Production men and 

women. We are looking for 
people in the early twenties 
with agency experience who 
want to make the most of their 
abilities. (The pension scheme, 
the staff restaurant and the 
sports club are also worth 
bearing in mind.) 


Write and 


giving age, experience, 
salary required to: 


THE PRODUCTION MANAGER, 
S. H. BENSON LIMITED, 
KINGSWAY HALL, W.C.2 


PUBLISHERS REQUIRE ASSISTANT, 
experienced in printing processes, for 
production department. Knowledge 
of typography an advantage Good 
prospects. Luncheon vouchers. Non- 
contributory pension scheme. Write, 
Stating age, experience and salary 
required 
Box 4318 Ad. Weekly 180 Fleet St EC4 

REPRESENTATIVE, to work from 
London office of established litho 
printers producing “e C ned work— 
showcards, displays, 

Box 4312 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


The Heighway Group of Publica- 
tions has a vacancy for an energetic 
young man on a weekly trade 
newspaper (ABC). Commencing 
salary according to age and 
experience with first class pros- 
pects of advancement. 


Edgar M. Leigh, 
Heighway Publications, 
110 Fleet Street, E.C.4. 


RATES: APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d. per lime, 50s, per display panel inch. Minimum, 3 lines. Box 
No. charge, one lime plus Is. covering postage, etc. Series rates on application : all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


MARKET RESEARCH HEAD 


A young executive, age 30 to 40 with modern techniques of 
market research required to head new department with 100-year- 
old North British Rubber Co. currently engaged in a £3,000,000 
modernization and expansion programme in conjunction with 
the United States Rubber Co., one of America’s largest rubber 
manufacturers. The company is preparing to market aggress- 
ively existing and new rubber and plastic products in the field 
of Tyres, Footwear and General Mechanicals. Applicants 
should have a knowledge of statistical method to degree standard 
and should have spent a number of years in this type of work. 
A man with real initiative and desire to reach a position of 
responsibility is the one being sought. Details of qualifications 
and experience should be addressed to 


The Industrial Relations Division, Castle Mills, Edinburgh. 


THE AEROGRAPH CO. LTD. requires 
competent Assistant to Advertising 
Manager. Direct Mail experience also 
important. Good prospects and non- 
contributory pension. Give full 
details, stating salaries carried and 
expected. Written application only 
to The Sales Manager, 47 Holborr 
Viaduct, London, E.C.1. 

GENERAL ARTIST, aged about 20. 
required by Roneo Ltd Five-day 
week, good working conditions. Tele- 
phone HOLborn 7622 Ext, 132 for 
appointment 


PERSONAL SECRETARY (o advertise- 
ment Director in London. Applicant 
should be efficient shorthand typist. 
have plenty of initiative, good tele- 
phone manner and able to interview 
clients when necessary State age, 
present salary and give short history. 
Box 4310 Ad. Weekly 180 Fleet St BC4 

FULLY EXPERIENCED ADVERTIS- 
ING MANAGER for American 
weekly paper, published on the Con- 
tinent Write full details of back- 
ground and experience to 
Box 4309 Ad. Weekly 180 Fleet St EC4 


GEE ADVERTISING in Leicester 


wish to appoint an 


ART GROUP HEAD .. .... 


group handling the creative work on a variety of top 
national accounts. The position is open to a man with 
plenty of sound agency experience behind him, who is a 
top layout designer in his own right, and one who knows 


how to instil his own enthusiasm into others. 


and in London 
they need a really good 


VISUALISER who can set his ideas down 


in presentation layout form. Here the emphasis is mainly 
on Fashion and Women’s Interest accounts and preference 
would be shown for an agency trained man with experience 
in this field. 


The Art Director 

GEE ADVERTISING LIMITED 
109, New Bond St. London W.!. 
Telephone : MAY fair 8617 


Apply in both cases to 


| 


Permanent or Freelance 


ARTISTS 


required for first-class line, 
lettering and colour sketches. 
Brenchley Engraving Co. Ltd. 
Burnham Street, 


London Road, 
Kirgston-on-Thames. 


Kingston 7054/3699 


LAYOUT ARTIST (21-26) for Adver- 


tising Department of domestic 
equipment manufacturers. Should 
have sound knowledge of layout and 
typography and be able to produce 
ideas. Good roughs essential but 
finished artwork not necessary. Scope 
for designing display and exhibition 
material. West End location, five-day 
week, pension scheme, staff canteen 
Write, giving full details, including 
salary required, to 

Box 4333 Ad. Weekly 180 Fleet St EC4 


SALES STAFF required to sell space 


for established medias all districts 
High remuneration assured. Write 
Box 4329 Ad. Weekly 180 Fleet St EC4 


JPA 


have a vacancy for 


A TYPOGRAPHER 


He must have travelled beyond 
the ‘ arty ' stage, and know just 
how much work type can do. 
He will already have had agency 
experience and will fit in with a 
lively creative team. Congenial 
conditions and pension scheme, 
salary according to ability. 
Apply in writing giving details 
of age, experience and salary. 
J. PEERS & ASSOCIATES 
LTD., : 
Summit House, 


| & 2, Langham Place, 
London, W.1. 


OUTSIDE ADVERTISEMENT REPRE- 


SENTATIVE for suburban weekly. 
Good salary and commission. Fine 
chance for young man with selling 
experience. Letters only, please, 
giving details, to South London 
Observer, 84 Samberwell Church 
Street, S.E.5, 


RESPONSIBLE POSITION open for 


first class Package Designer who has 
realistic views towards present day 
market trend 

Box 4311 Ad. Weekly 180 Fleet St EC4 


HAIG-McALISTER LIMITED 


ideal House, Argyl! Street, 
London, W.1. 


URGENTLY REQUIRE 
GENERAL ARTIST 


Competent and_ reliable 
rounder. 


JUNIOR ARTIST 


Young person with some previous 
experience. 


Apply in writing, or 
telephone GER. 474! 
(Mr. Clark) for appointment. 


Phone 


your classifieds to WAT 3388 


(Ex. 25) 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


VACANCY FOR 
PHOTO-RETOUCHER 


Large industrial organisation 
in the Midlands requires a 
photo - retoucher, preferably 
with experience in engineering 
subjects. Skill with air brush 
is essential; ability in hand 
lettering desirable. 


This is a permanency for the right 
person with entry to Staff 
Pension Scheme. 


Apply: 


Box 4241 
Advertiser's Weekly 180 Fleet St EC4 


EXPANDING FIRM of established 
London Display and Exhibition Manu 
facturers require talented designer, age 
around 30, to work on 
accounts. Able to initiate ideas, pro- 
duce working drawings and progress 
work. Good salary and future. Write 
Box 4320 Ad. Weekly 180 Fleet St EC4 


ASSISTANT, age 30-36 years, required 
by Advertising Manager of large 
established London Engineers in 
Central City area. Must be fully 
experienced, with sound knowledge of 
Catalogue Layout work. Typography 
and Copy Writing. Five-day week 
Luncheon vouchers and pension 
scheme Write fully to 
Box 4325 Ad. Weekly 180 Fleet St EC4 


National | 


CLASSIFIED ADVERTISEMENTS | 
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LAMBE & ROBINSON LIMITED 
have a vacancy in their TELEVISION MEDIA 
DEPARTMENT for a young man—preferably 
with some Agency Media experience. 


- have an aptitude for figures. 


Apply to : 


The Managing Director, 
LAMBE & ROBINSON 
169, Regent Street, London, W.1. 


He should 


LIMITED, 


a A wld MAKE-UP AS- 
SIS TANT wanted for ‘The Iron- 
monger. experienced, 
quick, used to handling 
copy and blocks. Five-day week. 
Staff pension scheme. State age, ex- 
perience and salary required to Staff 
Director, Morgan Bros. (Publishers) 
td.. 28 Essex Street, London, WC2 


TYPOGRAPHER 


We have a position vacant for a man 
with sound knowledge of Typography 
and who is prepared to carry out 
adaptations when required. Ideal con- 
ditions and Five Day Week. Write 
stating Salary required to 


Box 4345 
| Advertiser's Weekly 180 Fleet Sc EC4 


ust 
systematic, 


is what we want. . 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 
create an advertising campaign in 
co-operation with other people and develop it 
most effectively in its visual form. 

He has an eagle eye for detail and thinks 
broadly. He is flexible but stubborn. 

He has an astonishing knowledge of the 
possibilities of all media and he has 

never grubbed around in a mental rut 

in his very superior life. 

That is our definition of a Designer and that 
. a Designer. 


If this is you to the life, you can 


have the salary you expect and pleasant 
working conditions. Please write to: 


THE SECRETARY, 


C. R. CASSON LIMITED, 


6 ALDFORD STREET, W.1 


TRACER, single woman, aged between 
25 and 40, required by Head Office 
of large industrial concern in West- 


minster. Experienced in engineering 
drawing Good free-hand lettering 
absolutely essential. Ornamental pen 
lettering an advantage. Five-da 


week. Superannuation scheme. Stal 
eanteen, etc. Write, giving full par- 
ticulars, to Box 812, c/o Dawsons 
28 Craven Street, WC2. Specimens 
of work submitted will be returned 
after perusal 


Is Copywriting 
a satisfactory 
job? 


No doubt about it in this forward- 
looking London Agency. We're 
right in the van of progress, 
introducing new machines, 
materials and methods to modern 
industry. Automation? Space 
Travel? Atomic Energy? We 
have clients concerned with them 
all! An appointment exists for an 
agency-experienced copywriter— 
with a flow of ideas and a natural 
interest in industrial affairs—to 
join a friendly team. Age 25 up to 
about 30. Pension and assurance 
schemes. Write, giving age, 
experience, salary to 


Box 4328 
Advertiser's Weekly 180 Fleet St EC4 


LONDON AGENCY has vacancy for 
ood all-round Visualiser/Layout Man 
Sound typographical sense and abilit 
to work without supervision pene = § 
Write giving experience and salary 
required 
Box 4244 Ad. Weekly 180 Fleet St BC4 


SECRETARIES & 
SHORTHAND TYPISTS 


If you are keen on your work 
and good at your job—we can 
get you a GOOD position. 


Write, call or phone 
STAFFS ORGANISATION 
lll High Holborn, W.C.! 
CHAncery 2550 


AuGustT 24, 1956 


Imperial Chemical Industries Ltd. 


METALS DIVISION 
have a vacancy in their Public Relations 
Department for a 


TECHNICAL 
COPYWRITER 


Applicants, preferably with an engineer- 
ing or metallurgical background, must 
have had experience in handling all 
stages of the work from planning to 
publication. A good English style is 
also essential. This is a permanent 
staff position offering a generous 
starting salary, and membership of the 
Pension Fund and Profit Sharing 
schemes. Applications should be 
addressed to Staff Manager, Imperial 
Chemical Industries Limited, Kynoch 
Works, Witton, Birmingham 6, quoting 
PR/1/AW 


TRACER. Experienced female traces 
required Good printing, knowledge 
of perspective drawing an advantage 
Apply by letter to Staff Manager 
(Ref RLT/297), The Research 
Laboratories, The General Electric 
Co., Lid., North Wembley 


LAYOUT MAN 
REQUIRED 


Capable of following a visual 
and acting on own initiative to 
finished presentation standard. 
Knowledge of typography essen- 
tial. 5-day week. No Saturdays. 
Apply in writing giving details, 
age, experience, salary required. 
Box 4323 


Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required with 
ability to produce layout for Adver- 
tising Also a first-class Retoucher 
wanted. Bonus Ss pension schemes 
operating. Wri 
Box 4206 Ad Weekly 180 Fleet St BC4 


SENIOR 
ADVERTISING 
EXECUTIVE 
with a flair for print 
is required by an agency with a 
large and expanding Print Depart- 
ment. 
The appointment is a*new one to 
head up the whole creative 
operation and the man concerned 
will be mainly responsible for 
evolving and interpreting clients’ 
requirements over a wide range of 

rint, from small direct mail 

eaflets to large complex cata- 
logues. 
The man should be primarily 
interested in Lg ie ee ob- 
viously he must have the ability to 
communicate his ideas on layout 
and be able to assess the results he 
achieves. He must be capable of 
producing hard hitting sales liter- 
ature, often on highly technical 
equipment. The post is a senior 
one with full pension and life 
assurance rights. Write in strict 
confidence full details of past ex- 
perience, mentioning age and 
salary required, to 

Box 4338 


Advertiser's Weekly 180 Fleet St £C4 


your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS. 
| 


A FIRST RATE 


PRODUCTION 
MAN 


REQUIRED 


By large West End Agency 
able to handle a 
very important group 
of National Accounts. 
Previous experience of 
mechanical production 
essential. 


Write or phone : 

Mr. G. W. Matthews, 
Cc. J. Lytle Advertising Led., 
2 4 Dean Street, W.! 
GER 8646 


SECRETARY required for busy adver- 
tisement manager Must be experi- 
enced and capable. Salary about £400 
p.a ‘Phone J. A. Bush, CENtral 
o9il 


PRODUCTION 


Another young man is re- 
quired to handle production 
detail work on a variety of 
consumer and technical 
accounts. Agency experience 
is essential. 


Profit Sharing Scheme 5-day week 
Ring REGENT 108! and ask 
for the Production Manager. 
S. C..PEACOCK LTD., 
215/221 Regent St., London, W.1. 


TELEVISION FILM COMPANY rc 
quire competent Lettering Artist 
Film experience desirable but no: 
essential. Please write, giving detats 
of age, experience and salary required, 


to 
Box 4324 Ad. Weekly 180 Fleet St PC4 


PRODUCTION MAN 
WANTED 


(NOT AN ORDER C"ERK) 


We are again looking for a first- 
class production man to ‘feed’ 

specialized full-colour advertise- 
ments to the technical press. He 
should be able to order a four- 
colour job from a keyline original, 
order a }-tone, know how to 
instruct a comp. to fit a snug 
drop-initial and when to order a 
l6gg. electro. 

At the same time he should 
understand time schedules, equally 
at home when dealing with con- 
tact-* boys ' at the process houses 
and extricating that ‘ extra-week ’' 
from the journal. 

We're not after agency experience 
but solid ability to absorb know- 
ledge quickly and accurately. 


Please write, stating briefly experi- 
ence, age and salary required, to : 


‘M,’ 22a Queen Anne’s Gate, 
Westminster, S.W.1. 


Senior Executive level with 
Research, Production, Costs, 


o— and comme 
Manager, JOHNSON gx 5 - 
LTD., Bath Road, Slough, 


WANTED 


by 
Johnson & Johnson (Gt. Britain) Ltd. 


A PRODUCTS MANAGER 
or Senior Advertising Executive 


The job requires wide and sound experience of Market 
Research and all aspects of Sales Promotion. 


This is an appointment which carries a substantial salary 
according to qualifications and experience. A competent 
business sense allied to creative talent is necessary, 
together with the personality and ability to work at 


Please write giving full AA gg of “y sales pro- 


HHINSON (G M 
NSON GT. BRITAI 


other departments: e.g. 
Administration and Sales. 


TECHNICAL ILLUSTRATOR is re- 
quired for interesting and varied work 
in the Publications department at an 
Aircraft Electrical Engineering Com- 
Pany situated near North Acton station 
(Central line) Candidates must be 
capable of producing accurate perspec- 
tive line illustrations from engineering 
drawings and the ability to use an air- 
brush for wash drawings, section cut- 
aways and retouching photographs is 
desirable though not essential he- 
Situation is superannuated. Write, 
Stating age, experience and salary re- 
quired, to Box AW 940, LPE. 55 St. 
Martin's Lane, London, W.C.2. 


A STEP UP 


DIRECT MAIL, Smal! growing firm 
requires young man with enthusiasm 
ready to work hard at the variety of 
jobs necessary in a small friendly 
organisation Able to drive Un- 
limited opportunities for right man to 
help grow and grow with virile busi- 
ness. Details of experience to 
Box 4326 Ad. Weekly [80 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Interesting 
National accounts 
await the 
experienced hand 
of a good 


Typographer 


—in return 

a West End Agency 
offers 

rewarding salary 
and scope. 

Please phone 

MA Yfair 5026 


LETTERING /LAYOUT ARTIST 


REQUIRED 


for studio of London Agency. 
week oliday arrangements 
Please write to 


Box 4045 
Advertiser's Weekly 180 Fleet St EC4 


5-day 
hon- 


If YOU ARE A YOUNG LADY OF 
ATTRACTIVE PERSONALITY, have 
a tidy mind, can scale artwork, order 
photoprints, progress jobs through the 
art department of a rapidly growing 
West End Advertising Agency, and 
keep art and progress records, you 
will be able to make a major contri- 
bution to the smooth running of ou- 
organisation, and a pleasant progres- 
sive job awaits you. Please give the 
fullest details in your initial applica- 
tion, which will be treated in absolute 
confidence 
Box 4341 Ad. Weekly 180 Fieet St EC4 

AN IMMEDIATE INCREASE in salar, 
and improved prospects offered t> 
experienced Advertisement Representa- 
tive. Apply Mr. R. Clive, Women's 
Wear News, 5 Barrett Street, W.1. 


IN PRODUCTION 


—for man aged about 25 with 
sound knowledge of process 
and progress work from the 
agency side. Good position in 
well-known London Advertis- 
ing Agency. The man ap- 
pointed will be required to 
supervise a section and be 
responsible for a group of 
important accounts. 


Five-day week. Pension 


scheme in operation. 


Write giving details of ex- 
perience to— 

Box 4238 
Advertiser's Weekly 180 Fleet St EC4 


SALES EXECUTIVE required for 
London area with good connections— 
screen printing, exhibition stands and 
display. 

Box 4342 Ad. Weekly 180 Fleet St BC4 


ARTISTS 


Lettering 
Retouching 
Fashion 
Figure 
Shoe & General 

Required by 
ERNEST G. EVANS LTD. 


Good ee to experienced 
| Artists. LE 830! for appt. 


design. 


LAYOUT MAN 


to work with first-class design group 


This is a job for a youngish man 
with about 5 years’ experience who 
feels he would benefit from being 


in constant contact with top level 


Please write or telephone 


Mr. Slade, 
Thomas G. Slade and Associates, 
13, Goodwins Court, 
St. Martin’s Lane, W.C.2. 
COV. 1522. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


WHO LIKES 
PRINT ? 


In an already important but still 
expanding agency, there is a place 
for a man who understands and 
likes designing print. 


Previous experience, a good know- 
— of type, a modern approach 

a high standard of execution 
are considered to be essential 
qualifications. 


There is a busy, interesting future 
for the right man. If you think 
you qualify, and would like to 
work with an agency that prides 
itself on the company it keeps, 
tell us about yourself in a letter to 


Box 4240 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING & SALES Manager, 
located in Liverpool, requires com- 
petent and intelligent assistant 
Duties would embrace catalogue and 
Print production also assistance with 
direction of travellers and general 
sales administration. There is plenty 
of variety and scope for progress to 
the Pension 


right man. scheme 
Canteen. Send full details of experi 
ence, education, and state age, 


remuneration required, to 
Box 4340 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL ARTISTS 


Experienced letterers required by old 
established London Studio. Also first 
class representative with Agency connec- 
tions. Ample scope for right men and 
women with enthusiasm and ability. Good 
wages and conditions. Apply 


Box 4228 
Advertiser's Weekly 180 Fleet Se EC4 


CATALOGUE Production Manager, 
located in Liverpool, requires intelli- 
gent young man to assist with layout 
and general production work. Pre- 
ferably with experience of sales corre- 
spondence or/and sales administration 
The post is permanent and progressive 
to right type of applicant. Pension 
and Life Assurance scheme Stare 
age, education, full ~ grt of experi- 
ence and salary required, 

Box 4339 Ad. Weekly 180 Fleet St EC4 


| 
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CLASSIFIED ADVERTISEMENTS | MSGQ0cinisazretia 


APPOINTMENTS VACANT 


ACCOUNT 
EXECUTIVE 


Commission in addition to salary for 
a capable efficient and ambitious man, 
who has an ability for introducing new 
business and is keen on hard work. 
MUST have had some years experience 
with a small agency and preferably 
handling mail order accounts. This 
is an exceptional opportunity for 
the right man who intends reaching the 
top. 


Box 4343 
Advertiser's Weekly 180 Fleet St EC4 


SPACE REPRESENTATIVE required 


by leading and expanding Advertise- 
ment Management organisation, 
work on first-class media as part of 
a team. Hard selling experience 
essential. Age 25 to 35. Bg 
salary, conditions and prospe 

Box 4255 Ad. Weekly 180 Fleet St EC4 


to | 


COSMETIC MANUFACTURER _¢e- 


quires experienced window dresser 
living in the London area. Driving 
licence essential Able to. travel 
occasionally Excellent prospects for 
man with initiative ‘rite, giving 
full particulars, to Box AW 958. 
LPE, 55 St. Martin’s Lane, London, 
W.C.2 


ASSISTANT ADVERTISING MANA- 
GER required at Head Office in Man- 
chester of large multiple store group 
Excellent opportunity for keen young 
man with ideas and organising ability 
covering press, printing, direct mail 
and display. Must have had at least 
three years’ Agency or Advertising 
Department experience. If you would 
like an interesting and well-paid job 
under congenial conditions please 
write fully to 
Box 4264 Ad. Weekly 180 Fleet St EC4 


STUDIO IRWIN TECHNICAL 
LIMITED 


have immediate vacancies for 


ELECTRONIC DRAUGHTSMEN 


Technical Illustrators and Authors 
Write giving particulars :— 
Studio Irwin Technical Ltd., 
118, Chancery Lane, W.C.2. 
Tel. No. CHAncery 4141 


international market. 


scheme. 


Queens Rd., Thames Ditton, 


SOLARTRON 
PUBLICITY MANAGER 


We are seeking an outstanding man capable of advising the 
Board on all publicity and advertising matters who also has the 
ability to build up and lead effectively a team of technical 
writers and publicity assistants. 
stimulating opportunity with the rapidly expanding 
Group of Companies who manufacture a wide range of elec- 
tronic test equipment and industrial control equipment for an 


Wide experience in the fields of technical writing, publicity/ 
advertising and modern methods of exhibition and display 
planning will be necessary and an extensive understanding of 
electronics or a similar technical field is almost essential. 

This is a position offering great scope and an excellent future 
and will carry a substantial four figure salary. 


The Group operates a generous non-contributory Pension 


Apply in writing, giving full details of past experience, to the 
Personnel Director, The 4“ Electronic Group Ltd., 
Surrey. 


This is a ——_ and 
olartron 


proprietary medicines. 


full details to 


MARKETING 
Assistant required 


in Marketing Department of Company manufacturing 
and selling a large range of nationally advertised 
Suitable position for a man of 
about 25 years of age, with experience in marketing, 
selling and/or advertising and a desire to grasp the 
opportunities which will be open to him. The applicant 
must be willing to reside in Lancashire. 


Box 4317 
Advertiser’s Weekly 180 Fleet St EC4 


Apply with 


AN OPPORTUNITY ARISES for « 


young man, 35-40, in a large food 
manufacturing organisation supplying 
products direct to retailers, multiples 


and other outlets in the UK The 
right man for this job will have had 
experience of selling and a knowledze 
and understanding of advertising and 
promotion. He will be responsible for 
one product. A salary of £1,500 and 
upwards with car provided, together 
with the opportunity of progressing tc 
the top in his own field, is offered the 
successful applicant. Write, with ful 


details of past experience, to 
Box 4348 Ad. Weekly 180 Fleet St EC4 


Phone 


LONDON STORE PUBLICITY 
MANAGER (female) requires Personal 
Assistant (female preferred), age 24-28 
Some advertising experience (c.g. 
layout, production, copy) essential 
Store training an advantage. Staff 
canteen. Apply, in ee stating 
age, past experience, etc 
Box 336 ad. Weekly 130° Fleet St EC4 


PROGRESSIVE POSITION in London 
Agency for good all-round production 
man. Ability to work on own initia- 
tive essential. hae stating experience 
and salary required 
Box 4245 Ad. Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT 
for copy detail work in 
Department Position 
and pensionable. 
facilities Write, 
lars of age, 
expected, to 
Box 4337 Ad. Weekly 180 Fleet St EC4 


SHORTHAND/TYPIST. Medium sized 
London Advertising Agency requires 
competent shorthand/typist Con- 
genial working conditions and friendly 
atmosphere. Five-day week, 9.30 to 
5.30 Please write, giving experience 
and salary required, to 
Box 4349 Ad. Weekly 180 Fleet St EC4 


required 
Publicity 
is permanent 

Excellent staff 
giving full particu- 
experience and salary 


ARTIST 


of good all round ability 
required for agency studio— 
slick pencil and colour roughs 
—first rate finished work essen- 
tial. Apply in first instance by 
letter or ‘phone for appoint- 
ment to Mr. Gibbs, Maxwell 
Clarke Ltd., 34/35 High Hol- 
born, W.C.1. CHA. 4563. 


CREATIVE LAYOUT ARTIST required 
who has ability to think of original 
ideas for advertisements, leaflets and 
catalogues, and work them up 
finished rough stage This position 
affords an excellent opportunity 1 
any man who has initiative and drive 
Write, giving full details of experi- 
ence, etc., or "phone for an appoint- 
ment with the Creative Manager 
Smee’s Advertising Ltd., 3-5 Duke 
Street, Manchester Square, W.1. Tel 
WELbeck 0774. 


te 


ASST. CIRCULATION MANAGER 


wanted immediately by Technical 
Weekly. All-round Subscription Dept., 
Sales Promotion. Trade experience 
essential. Salary £1,000 p.a. 

Write confidentially, concisely, C. M., 
Box 4313 
Advertiser's Weekly 180 Fleet St 
ec4 


POSTER ADVERTISING. Posting 
Manager wanted for small company 
State full details of experience, age 
and remuneration expected, in strict 
confidence, to Huddersfield Bill Post- 
ing Co., Ltd., 30, Estate Buildings, 
Railway Street, Huddersfield 

ESTIMATOR. Opening with large ex- 
hibition contractor. Experience on 
exhibition stand or display work help- 
ful, or some experience with sur- 
veyor/builder. Age immaterial. State 


salary. 
Box 4270 Ad. Weekly 180 Fleet Si EC4 


A TECHNICAL 
AUTHOR 


with a knowledge of electro- 
mechanical equipment, is re- 
quired to join a team of writers 
in the technical publications 
section of a London Agency. A 
permanent pensionable appoint- 
ment is offered to a man with 
initiative and enthusiasm able 
to work with a minimum of 
supervision. Details of career 
and salary required to 


Box 4334 
Advertiser's Weekly 180 Fleet St £C4 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


about 

Mechanical Production ? 
The L.P.E. 

HAS A VACANCY 


Know anything 


A bright young man, 23 or upwards, is 
wanted for the Department which 
handles mechanical production and 
the sending of ‘copy’ to the papers 
and periodicals Some Agency 
experience would be an advantage. 
Please wiite, stating age and desired 
salary to: 
THE MANAGER, 
MECHANICAL PRODUCTION DEPT., 


LONDON PRESS EXCHANGE, LTD., 
110s st MARTIN'S LANE, W.C.2. 
YOUNG FEMALE ARTIST required 


tor Packaging/ Display Studio to work 
on perfume and cosmetic designs at 
Amersham. Some experience in layou: 
and design required Staff canteen, 
five-day week and three weeks pail 
holiday Applications, including a 
small selection of recent work and 
particulars of age and experience, to 
he Studio Manager, Goya Ltd 
Badminton Court, Amersham, Bucks 
ADVERTISEMENT MANAGER sr re- 
quired for progressive monthly trade 
publication Sound sales record and 
administrative experience necessary 
This is a job for a young man with 
enthusiasm Salary and commission 
terms Write, giving full details, to 
Box 4230 Ad. Weekly 180 Fleet St EC4 


RETOUCHER 


required for Studio in London for Black 
and White and some Colour work. 
Competent handling of Airbrush essen- 
tial. Full particulars to Art Director, 


Box 4344 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING 
young lady, 


AGENCY 
age 17-20. for 
department Good copy typist 
some shorthand preferred 
idvertising experience desirable 


requires 
space 
with 
Some 
but 


not essential Telephone CITy 6911, 
or write Gorings Ltd 72-78 Fleet 
Street, E.C.4, for appointment 


STORE ADVERTISING. Young man 


23-25 Must have experience in lay 
out, copywriting, etc in a busy 
Advertising Department of a retu! 
store Good wages, pension scheme 
cafeteria ‘all or write, Sta® 
Manager, Gamages, Holborn, E.C.! 


ASSISTANT TO PRODUCTION MAN- 
AGER wanted, age 20-30 Leading 
Industrial advertising agency ILP.A 
Pleasant atmosphere. Prospects 
sion scheme. Write with history 
present salary to 
Box 4183 Ad. Weekly 180 Fleet St EC4 


Pen- 
and 


ADVERTISING 
SALESMAN 


preferably with experience of 
export markets is required by 
screen advertising group to 
work in London for their 
overseas company. 

This post is permanent and 
pensionable. 


Apply giving full details of 
age, experience etc. to 


Box 4347 
Advertiser's Weekly 180 Fleet St €C4 


APPOINTMENTS VACANT 


EXPERIENCED LETTERING ARTIST 


wanted by The Knighton Studios, 153 
Cheapside, E.C Telephone MON- 
arch 2299 for appointment 


GENERAL ARTIST required for Studio 


of large London Publishing House 
Staff canteen. Five-day week. Must 
be able to produce a good finished 
rough Some knowledge of typo- 
graphy an asset Write, stating age, 
experience and salary, 


to 
Box 4355 Ad. Weekly 180 Ficet St EC4 


Wanted for West End Agency 
FIRST CLASS 
LAYOUT ARTIST 


who is capable of producing 
original ideas for a variety of 
accounts. Teleph for app - 
ment. 


Mr. Harvey, HYDe Park 9583 


ADVERTISING MANAGER 


required 
by Whiteleys Lid., 


Queensway, 


London, W.2, Previous experience ol 
departmenjal store not essential 
Position offers considerable scope tor 
man with ideas Write, stating age, 
experience and salary required, to the 
General Manager 

PRODUCTION MAN with agency 


experience and initiative to_ contrive 
Press production for a group of impor- 
tant clients ‘Phone CLE 0545, Mr 
Pritchard, or write to the Secretary, 
Roles & Parker Ltd., Rapier House. 
Furnmill Street, E.C.1 

AN ESTABLISHED TRADE and Tech- 


nical 


group require an additional 
Advertisement Representative Pros- 
pects of promotion to Advertisement 
Manager of new publication. Write, 
stating experience and income 
expected 
Box 4350 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


COMPETENT ASSISTANT SPACE 
BUYER (male), mid-twenties, several 
years’ media experience, including 


major national accounts, 
gressive position 
agency. 


Box 4321 Ad. 


requires pro- 
in medium or large 


Weekly 180 Pieet St EC4 


SENIOR ADVERTISING EXECUTIVE 


of 37 requires Agency or departmental 
appointment. Wide experience both 
in UK and abroad Administration, 
marketing and all mediums of pub- 
licity and PR. Excellent references 
and record 
Box 4322 Ad. Weekly 180 Fleet St BC 4 
ADVERTISEMENT SALESMAN, top 
rank representing Colonial Publica- 
tions, calling British manufacturers 
exporters, agencies, London/UK, seeks 
additional representations. 
Box 4315 Ad. Weekly 180 Fleet St EC4 
COMPANY SECRETARY/ACCOUN- 
TANT (qualified). Widely experienced 
young executive with personality, seeks 
new appointment. 
Box 4314 Ad. Weekly 180 Fleet St EC4 
ART EDITOR, fully experienced in 
layout gravure and letterpress print- 
ing, photography, preparing and buy- 
ing artwork, typography and general 
magazine production, seeks new posi- 
tion. Anything reasonable considered. 


Write 

Box 4301 Ad. Weekly 180 Fleet St BC4 
DAA (30)—nine years’ experience execu 

tive position—who is well versed in 

most phases of advertising, sales pro- 

motion, publishing, research and 

administration, desires change to a 

post with increased scope. Write 

Box 4307 Ad. Weekly 180 Fleet St EC4 
A MAN OF THE WORLD responsible 

for creating and administering famous 


national and international campaigns 
in England and abroad. 30 years old. 
Would like position as Manager 


abroad byt open to good alternative 
offers in England, 

Box 4351 Ad. Weekly 180 Fleet St EC4 
HAND-PICKED " SECRETARIES 
available —The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 


APPOINTMENTS WANTED 


PUBLIC RELATIONS. Girl, 22, single. 
secks opportunity On Organising or 
contact side of publicity work. Keen 


to learn and sociable Higher school 
certificate and BA (Hons. French and 
German). Was secretary of Southamp- 
ton University Hospitality Committee 
Free now, Phone ENFicld 6340, or 


write 
Box 4319 Ad. Weekly 180 Ficet St PC4 


FREE LANCE SERVICES 


RETOUCHING and General Art Work. 
Free-lance secks commissions. 
Box 4237 Ad. Weekly 180 Ficet St BC4 
PROMOTION AND PUBLICITY 
EXPERT, excellent TV, radio and 
news contacts and background in UK 
and USA, will accept unusual assign- 
ments or Commission in all —— tor 
US from October to Februar 
Box 4356 Ad. Weekly 180 Fest St EC4 
LAYOUT ARTIST (Ex Fig.) specialises 
in booklets, folders, etc. 
Box 4121 Ad. Weekly 180 Fleet St BC4 
FREELANCE VISUALISER, 


fully ex- 
Perienced, with exciting new ideas 
visuals, clients’ roughs, any creative 
work, 


Box 4346 Ad. Weekly 180 Fleet St BC4 
FREELANCE experienced Retoucher 
East Angla secks work by post. Good 
service and reasonable charges plus 
discount Specimens available 
Box 4331 Ad. Weekly 180 Fleet St BC4 
FIRST CLASS TECHNICAL ILLUS- 
TRATOR and photo retoucher requires 
free lance work evenings and week- 


ends 

Box 4316 Ad. Weekly 180 Fleet St EC4 
FREE-LANCE TYPOGRAPHER re- 

quired by small Mayfair agency to do 

overnight work 

Box 4332 Ad. Weekly 180 Fleet St EC4 


SALES AND WANTS 


OFFERS nearest £200 for Copyline 500 
Machine and equipment. New 1955 
Little used A. W. Hewetson Ltd 
London Road, Macclesfield 


BUSINESS OPPORTUNITIES 


DEEP GLOSS Meta!l-Glazed Showcards 
another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 


by leading advertisers. Ask for speci 
men and estimate. Dispro Lid.. 36-38 
Peckham Road, S.E.5. Te!l.: RODney 


7171 (6 lines) 


SPEEDY PRINT SERVICE 


for all Advertising and Sales litereture. 
Top Quality Black-and-White and 
Colour photo litho. 


GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portiand St. Station) 


OLD-ESTABLISHED TRADE PAPER 
engaged in increasing influence and 
circulation wishes to relieve editorial 
staff of burden of selling advertising 
space and secks expert assistance. 
Box 4306 Ad. Weekly 180 Fleet St EC4 


CITY OF BATH 
OFFICIAL GUIDE, 1957 


Tenders are invited for the 
printing and supply of 20,000 
copies of an official handbook 
for the year 1957. 


Tenders will be considered 


(i) from Printers for the printing 
of the Guide as an ordinary 
pous contract (all editorial 

locks, designs and advertise- 
ments to be supplied by the 
City Council); 

(ii) from Publishers for the 
printing and supply of the 
Guide (Publishers to provide 
blocks, designs and advertise- 
ments, etc. and to retain the 
income from advertisements). 


Further details, tender forms and 
a copy of the current official 
handbook will be forwarded upon 
application to the Spa Director, 
Pump Room, Bath 


Tenders in sealed envelopes en- 


dorsed “1957 Guide” must be 
forwarded to the undersigned 
by Saturday, 15th September, 
1956. 


JARED £. Dixon, 
Town Clerk. 


| PERSONAL 


HOLIDAY RELIEFS! District Mes 
sengers are available for the quick 
delivery of letters and pp REGent 
1026, 191 Piccadilly, 


ACCOMMODATION 


To be Let 


CLEMENTS INN 


STRAND 
NOSERED ard Sensis 


Particulars from 
DONALDSON & SONS 
94, Jermyn St., S.W.! 
WHiI 4516 


MISCELLANEOUS 


THE ANDERSON-GORDON SERVICE 
efficient staff will deal with your office 
problems 
Box 4330 Ad. Weekly 180 Fleet St EC + 


BUSINESS OPPORTUNITIES 


WANTED 
Editorial Publicity Service 


Well known London Advertising Agency wishes 
to establish close working arrangement with one 
or more Editorial Publicity organisations of good 
standing and proved reliability. 


Box 4335 
Advertiser's Weekly 180 Fieet Street EC4 


your classifieds to WAT 3388 (Ex. 25) 
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in this influential weekly journal 


FOR RATE CARD RING WaATerloo 3388 (20 lines) 


Furnishing World 


The leading Weekly Journal of the Furniture and Furnishing Trades 


MERCURY HOUSE, 109/119 WATERLOO ROAD, LONDON, S.E.1 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, Londen, W.C.2 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 


Advertisement, Editorial and Sales office : Mercury House, 
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— STOP PRESS — 


‘ITV a success’ 
says Maudling 


Independent television is a 
“great success”’—a Cabinet Minis- 
ter said so on Wednesday. 

Opening the 23rd Radio Show at 
Earls Court, the Minister of Supply, 
Mr. Reginald Maudling said: 
“The decision to establish an alter- 
native and competitive programme 
to the BBC has proved to be a 
great success, as measured by the 
viewers — the only people who 
matter. The great function of enter- 
tainment is solely to entertain 
people, and the greafest judges are 
the people who see and listen to 
—” 


With the October issue of “Ice 
Cream and Frozen Confectionery” 
the page size is to be increased to 
9} in. by 7} in. There will also 
be a new cover design, which will 
provide for the first time a front 
cover advertisement. The price of 
this will be £35. Other advertise- 
ment rates have gone up. ee 
is now £27 (formerly £21); if- 
page £14 (£10 10s.). 


An offer for all the 125,000 non- 
cumulative participating Preferred 
Ordinary £1 shares of Industrial 
Newspapers at 21s. a share, cum 
dividend, has been made by Argus 
Press, who already hold 99 per cent 
of the Deferred Ordinary capital. 


A-R sack 250 


Associated-Rediffusion Ltd. have 
announced that its negotiations with 
the unions on the redundancy in 
the company’s staff have ended in a 
“satisfactory agreement.” Redun- 
dant staff—some 250—will leave the 

September 14, subject 


pany on 
to individual contracts. 


This year’s Black & Decker 
autumn campaign book, mailed this 
week to 12,000 stockists, ties in with 
the public interest in space travel 
and science fiction. The 16-page 
booklet, in two-colour letterpress, 
describes in space fiction terms the 
main sales points and special offers. 


Thirty-one trade stands and dis- 
plays are included in the Model 
Engineer Exhibition, which opened 
at the New Horticultural Hall, 
Westminster, on Tuesday. Some 
100,000 visitors are expected to 
attend. 


A five-second slide for a new 
book, “The Single Soul” by 
Alexander Steward, who is director 
of information for the South 
African Government in London, 
and author of “You are wrong, 
Father Huddleston,” has been 
= with Associated-Rediffusion 
td. 


Test cricketer David Sheppard 
has become a patron of the new 
juvenile journal, “New Venture.” 


An exhibition of international 
colour photographs will be on 
show to the public at Kodak House, 
Kingsway, from September 7 until 
September 29. On show will be 
50 colour photographs, all of 
which were taken on Ektachrome 
film by “Reader’s Digest” staff 
photographers Dave Forbert and 


. for the proprietors, B 


Joe Barnell. The colour prints on 
show were made from the Ekta- 
chrome transparencies by the 
Kodak dye transfer process. .. 

Each photograph in the exhibi- 
tion has been featured on the front 
cover of at least one of the inter- 
national editions of “Reader's 
Digest” magazine. 


“The Antique Collector,” “The 
Antique Dealer & Collectors’ 
Guide,” “The Antiques Year 
Book,” “Apollo” and “The Con- 
noisseur” will all be exhibiting at 
the Sixth Northern Antique 
Dealers’ Fair at the Royal Hall, 
Harrogate, which will be opened 
on Monday, September 10, by the 
Earl of Scarbrough. There will be 
28 stands. 


‘Mirabelle’ space sold 


All advertisement space in the 
first 13 issues of “Mirabelle” (see 
page 5) has been sold, say George 
Newnes Ltd. 


Anthony Soames has _ joined 
Kerry’s (Great Britain) Ltd. as 
assistant to M. Johnson, advertis- 
ing manager. Previously he was 
with George Payne & Co., Ltd., as 
a sales assistant and before his 
National Service he was with 
George Murray Advertising Ltd. 

He will be involved in the pre- 
paration of advertising for all 
branches of the Kerry group of 
companies. 


The New Year number of the 
“Jewish Chronicle” will be published 
next Friday. The issue will be 
enlarged to approximately 60 pages, 
and will include a special New Year 
supplement as well as special articles 
and pictures bearing on the Festival. 


A campaign designed to increase 
Littlewood’s Mail Order Club busi- 
ness has been launched. It is using 
national Sundays, women's and 
other magazines, promotional mail- 
ings, competitions, commercial TV 
(Manchester) and PR. Agents are 
Erwin Wasey & Co., Ltd. 


David J. Geary has been 
appointed editor of ““Meat Market- 
ing” in succession to R. J. 
Lickorish, editor since 1946, who 
has resigned. Mr. Geary joined 
“Meat Marketing” in 1953, and has 
—_ assistant editor since March 


New-style ‘Forward’ 


A new-style “Forward” is to be 
published on September 1, to coin- 
cide with the Trades Union Con- 
gress. Formerly a Scottish Socialist 
weekly, it was bought earlier this 
year by a company whose directors 
include Alfred Robens, MP, and 
union leader Sam Watson. 

A number of changes are to be 
made. The format will be restyled 
and modernised, using a slightly 
reduced type-area of the “Reveille” 
size. The selling price will be in- 
creased from 3d. to 4d., and the 
number of pages from 8 to 12. 

Changes are also to be made in 
advertisement rates. The new s.c.i. 
rate will be 30s. (formerly 17s. 6d.) 
and the new full page rate will be 


£75. 

It will be printed in Manchester 
by the Co-operative Press. 

New editor is Francis Williams, 
the “New Statesman” columnist. 


s Limited, 
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